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GLOSSIRO 


PANEL No. WSS3—SKATING SCENE—30” x 48” 
A striking horizontal panel silk screened in 4 colors on a glossy background (NOT 
CORRUGATED). The landscape in deep blue background, the ice in a lighter 
blue, the mountain and highlight in bright yellow and a white airbrush gives the 


Winler 1937-1938 


A 


Complete 
Line of 


Corrugated 
Display 
Materials 


Plain Colors 
(3 Widths) 


effect of the fadeout around the top of the mountain. Can be used with or without 


white corrugated columns and caps. 
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Packed in an individual corrugated container. 


Foil 


Fans 
SPECIAL 


DESIGNS 
PANEL 
BOARDS 


RIT LITHOGRAPHED IN 3 COLORS, 20” x 0” 
The rich Christmas colors and the Spirit of the Season as embodied in the Pixies 


combine to make this an appealing corrugated Christmas display. 


scene is repeated 10 times making the length approximately 30’. 
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PANEL No. WS2—-SANTA CLAUS—38” x 60” 


Sprayed in several colors on a rich Glossiroll CORRUGATED 
surface. An appealing display for the Christmas window. Can 
be used with or without white corrugated columns and caps. 
Packed in an individual corrugated container. 


The alove 
1- 9 rolls 
10-24 rolls 
25-49 rolls 
50 rolls and over each 2.00 








Any Special Design 
can be Tinselled at a 
slight cost in quantities 
of twenty-five rolls or 
over . .. Also Panels. 








Special Discounts 
For Quantity 








Special Designs Made 
To Your Order in 
Modest Quantities 








Write for complete 

circular and monthly 

bulletin to your near- 

est distributor or di- 
tect to us. 
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PANEL No. WSSi—SPIRIT OF WINTER—30”’ x 4’ 
A beautiful winter panel silk screened in 4 colors on gi 
backing (NOT CORRUGATED) in two shades of blue, a re 
brown and a natural coler face. The white background give 
snow effect. Can be used with or without white corng 
columns and caps. Packed in an individual corrugated con 
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REGULAR GLOSSIROLL WITH CROWN OR SPOTTED TIN 
—ONLY 48” x 25’ 


Another briliant Xmas and Winter effect with the glitter only” 


crown of each flute. 

Available only in 4 colors—White, Green, Blue and Red. 

SPECIAL LOW PRICE j 
each $4.25 25-49 rolls . . <7 

each 4,15 5) rolls and over... ea 


1- 9 rolls 
10-24 rolls .... 


EXCELSIOR PAPE 
SPECIALTIES CO.,| 


57TH STRE 
yOoOrRK CII! 


640 WEST 
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THE COVER 


Laszlo Gabor, who in addition to being dis- 
play director for Kaufmann Department Stores, 
Pittsburgh, Pa., is also a professor at Carnegie 
Tech, designed the display shown on_ this 
month's cover. Inspired by the novel settings 
in the Pavilion de I'Elegance at the Paris Expo- 
sition, which Gabor visited, the walls and 
mannequins were of pink Tanagra plaster. The 
figures were featureless, with huge hands and 
feet and high busts. The decorative accesso- 


ties included moulded trees, pillars, and bal- 
conies. 


OUR NEXT ISSUE 


With the holiday season rapidly approaching 
and the end of 1937 already within sight, DIS- 
PLAY WORLD in the November issue presents 
an informative article by A. J. Roeder, William 
H. Block Company, Indianapolis, Ind., entitled: 
"The Ten Per Cent Budget." Roeder finds that 
10 per cent of the total advertising budget is 
more than enough for his department, and tells 
you why. ... A large group of Malcolm Ten- 
nent's fall opening displays will be featured, as 
well as numerous articles, copiously illustrated, by 
leading displaymen. 


1937 


“With available contact space to command, 
such as store windows and interior counter display 
space, it is to the decided advantage of any sales 
organization to have their sales activities bcked up 
in a cooperative manner through the medium of 
displays—displays that are timely—displays that 
talk buying interest—displays that are of the re- 
minder type—and displays that are of a produc- 
tive character. The ‘selling way’ way is the ‘telling 
way’ to the ‘paying way.’""—H. A. Babcock, Mc- 
Kesson & Robbins, Inc., Bridgeport, Conn. 
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All sizes up to 12 in. bells in stock for immediate delivery. 14, 18 and 
24 in. sizes. Order now! Bells must be lacquered to waterproof for 
outdoor displays. 


“Write for our New 
80 Page 4 Color 


Christmas Catalog” 1629 LOCUST STREET 


—_—— 


CHRISTMAS BELL HEADQUARTERS 


Silver foil covered bells made on papier maché composition forms, 


Silver Foil Covered Bells 
Have silvered tongues or sounders. 
No. X-1801—1% in. in diameter by 1% 


in. high. 
Dozen ..10¢ 


No. X-1802—2 in. 


. .15¢ 


Dozen 


No. X-1803—3 in. 


Dozen ..30c 


No. X-1804—4 in. 


Dozen ...50c 


No. X-1805—5 in. 


Dozen 70c 
No. X-1806—6 in. 
Dozen $1.00 
No. X-1807—7 in. 
Dozen $1.75 
No. X-1808—8 in. 
Dozen $2.50 


No. X-1809—9 in. 


Dozen $3.25 


No. X-1810—10 in. x 10 in. 


$4.25 


Dozen 


No. X-1811—11 in. x 11 in. 


Dozen. . .$5.50 


No. X-1812—12 in. x 12 in. 


Dozen . $6.75 


No. X-1814—14 in. x 14 in. 


Each . 85¢ 


No. X-1818—18 in. x 18 in. 


Each $1.75 


No. X-1824—24 in. x 24 in. 


Each... $4.00 


cz 1,50 
Gross... dOO 
ae oe 5.00 
<5 7.00 
Gree... 10.00 
Geer... aloo 
tc... oma 


42.50 
55.00 
67.50 

8.50 
17.50 
40.00 


Gross.... 
Gross 
Gross ... 
Dozen 
Dozen .. 


Dozer... 


GARRISON-WAGNER COMPANY 


Manufacturers, Importers, Distributors 


ST. LOUIS, MO. 





Snow-Covered Silver Foil Bells 


No. X-2401—1% in. 


in. high. 
Dozen 15¢c 
No. X-2402—2 in. 
Dozen ..20c 
No. X-2403—3 in. 
Dozen 35¢ 
No. X-2404—4 in. 
Dozen . @0c 
No. X-2405—5 in. 
Dozen 80c 
No. X-2406—6 in 
Dozen $1.25 
No. X-2407—7 in. 
Dozen = $2.00 
No. X-2408—8 in. 
Dozen $2.75 
No. X-2409—9 in. 
Dozen $3.50 
No. X-2410—10 in. 
Dozen $4.50 


No. X-2411—11 in. x 11 in. 
Gross ... 
x 12 in, 


Dozen $6.00 
No. X-2412—12 in. 
Dozen $7.50 
No. X-2414—14 in. 
Each .... 90c 
No. X-2418—18 in. 
Each . $2.00 
No. X-2424—24 in. 
Each... $4.50 


Gross ... 


x2 tn. 
Gross 
x. 3- im. 


Gross ... 


x 4 in. 


Grose ..: 


x5 in. 
Gross 
x 6 in. 


Gross ... 


> ey ae 
Gross 
x 8 in. 
Gross 
x.9 in. 
Gross 


x 10 in. 


Gross . 


Gross 


x 14 in. 


Dozen 


x 18 in. 
Dozen .. 
x 24 in. 
Dozen... 


in diameter by 1% 


1.50 
2.00 
3.50 
6.00 
8.00 
12.50 
20.00 
27.50 
35.00 
45.00 
60.00 
75.00 
9.00 
20.00 
45.00 


“America’s Most Com- 
plete Line of Display 
Materials & Accessories” 
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eason s reetings is an old, old 


thought, but its presentation in this Christmas 
panel by Dennison is as up-to-date as next year's 
calendar. This simple, modern treatment of the tradi- 
tional Christmas motif is adaptable to all types of 
Yuletide displays. The size is 72” high by 40” wide. 
It has a white ftexible corrugated backing. You will 
be pleasantly surprised at the low price. 























Dennison’s Christmas Line of Decorating Materials 
contains everything you will need for sparkling 
Christmas displays. In it are panels in many designs 
and colors, roll.decorating materials for backgrounds 
and other display purposes, icicles and novelty papers, 
display sets, decorations, cut-outs, ensembles, and a 
new Architex. 






Plan your Christmas displays to use plenty of the items 
in the Dennison line. See this new line today. Ask 
your disploy jobber or the Dennison representative. 


Donnioon eMlanufachning So 


FRAMINGHAM, MASS. 














ere 


OLW but til’ NEW 





























lwo 


<= 
, a % 


l\ 


It 
pictt 
tent 
the 
desis 
use ( 
displ 
from 


was 
displ 
tion 

the t 
ing | 
insta 
—all 
tainl 






wn 


Co CP © C2 CD C2 CD GP COP CP CP OP CP OY GY 











DISPLAY’S 


DISPLAY WORLD 


GREAT MONTHLY DIGEST 








| gOS 
ial 


VOLUME XXXI 


OCTOBER 1937 


NUMBER 4 





DROS ALEBIET 





meee 


Fxposition Influence 


. . » Marshall Field Duplicates Paris Exposition Settings . . . 


It was inevitable that the American display 
picture would be influenced to a certain ex- 
tent by the world-wide attention focused on 
the Paris Exposition. The novelty of the 
designs incorporated in the buildings, the 
use of wire, glass, and plaster to obtain new 
display effects, drew dozens of displaymen 
from the States to search for fresh ideas. 

The Pavilion de l’Elegance undoubtedly 
was the fountain from which most of the 
display adaptations will come for presenta- 
tion in America. The roughly-finished walls, 
the use of curved surfaces, the striking light- 
ing effects, the complete departure in many 
instances from the accepted form of display 
—all made their impression. Last, and cer- 
tainly the most radical demarcation from the 


customary, were the grotesque mannequins. 

These figures as shown at the exposition 
were 7 feet tall, with wasp-like waists, high 
bust, well-developed thighs, and tremendous 
hands, arms, legs, and feet. The mannequins 
were made of plaster, tinted pink, were 
roughly finished, and the heads had no fea- 


—One of the displays, featuring original 
Paris Exposition mannequins, designed by 
Arthur Fraser, Marshall Field & Co., Chi- 
cago, for a series of windows on State 
street. The seiting, which embodied de- 
signs taken from the Pavilion de l'Elegance, 
was done in pink-beige plaster. Other 
Marshall Field windows are shown on the 
following pages— 


tures. In several instances the couturiers 
using the figures for display made up gowns 
especially to fit the huge forms. Others con- 
tented themselves with draping the manne- 
quins with fabrics direct from the bolt. 

A few of the New York City stores were 
among the first to introduce the new trend 
to this country, with other sections follow- 
ing rapidly. Abraham & Straus used the 
full-size figures. Lord & Taylor, whose win- 
dows are arranged in the basement and 
raised by hydraulic lifts to display level, low- 
ered the store’s exposition-inspired displays 
several inches to accommodate the taller 
mannequins. Other firms, such as Russek’s, 


R. H. Macy & Co., and Bonwit Teller & Co., 
had figures made up in standard height, but 
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height that first shocked, then excited the th 
visitors to the Pavilion de 1l’Elegance in the th 
Paris Exposition can be seen at Field’s {or ex 
the first time in Chicago—as a part of the op 
Autumn Exposition. You'll find these gen. od 
uine Siegel mannequins today in the State ap 
street windows, draped in the fabrics tha se 
Field’s fashion staff brought back from the sa 
recent Paris opening. . . . Truly modern jp “? 
the sense that they create emotion withoyt | 
going into detail, these figures produce ex. Ce 
citement in the beholder by means of yp. be 
conventional proportion. Although the torsos ce! 
from waist to shoulders are in average fem. sit 
inine scale, legs are elongated and hands qu 
exaggerated in size. Their somewhat dis- pa 
turbing emotional effect is, according to Mon. the 
sieur Siegel, ‘a feeling of youth and rhythm dis 
and movement toward a new life.’ fer 
“In Paris, the backgrounds of plaster TO! 
trees, plaster drapery, plaster furniture, and inc 
plaster columns were also done in strange 
Kz 
showing definitely their source of inspira- 
tion. 
The Russek’s displays, incidentally, were 
later purchased and used by Mandel Broth- 
ers, Chicago. 
Possibly the most effective use of the new 
mannequins and Pavilion de 1l’Elegance set- 
tings was made by Marshall Field & Co., 
Chicago,. whose display director, Arthur 
Fraser, and his assistant, L. Sternetzke, vis- 
ited the exposition in person. While in Paris, 
Fraser made arrangements with Siegel, man- 
ufacturer of the original figures, for ship- 
ment of a set of replicas to America. From 
Fraser’s detailed drawings the Silvestri Art 
Manufacturing Company, Chicago, made up 
pink-beige settings for five State street win- 
dows. As a result, Marshall Field & Co. 
was the first firm in the Illinois city to fea- 
ture in complete detail the exposition influ- 
ence. 
So important did the store deem the new 
displays that a five-column by 17-inch news- 
paper advertisement was devoted to the sub- 
ject. The copy read: “The same pink plaster, 
the same featureless heads, the same 7-foot 
proportion, and contributed to the startling 
result. At Field’s, because of the great depth bur 
of the State street windows, it has been pos- the 
sible to reproduce these backgrounds exactly JR trai 
just in time for the Autumn Exposition.” des 
Complete details of the Marshall Field & exp 
Co. exposition-inspired displays can be seen app 
clearly in the large illustration on page 3 prit 
the two lower photographs on page 4, and Jes: 
the center illustration on page 5. The entire mat 
background, side walls, stairs, balustrades, of J 
trees—each was carried out in plaster tinted the 
pink-beige. The displays were on view only Fre 
a week or so before this issue of DISPLAY sler 
WORLD went to press. Probably the closest and 


duplication yet to be shown in America of 


—The “exposition influence" displays shown 
on this page were designed by two men who 
visited the Paris Exposition in person. At the 
top is a setting by Laszlo Gabor, Kaufmann 
Department Stores, Pittsburgh, Pa., while the 
two lower illustrations are of displays cre- 
ated by Arthur Fraser, Marshall Field & Co., 
Chicago. (All Field photographs by Fred 
A. Kuehn & Co., Chicago) — 
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the actual displays at the Paris Exposition, 
throngs of people were attracted by the 
extraordinary windows. The consensus of 
opinion seemed to be that in spite of the 
oddity of the figures, their rhythm and grace 
appealed so greatly to the mind that all 
sense of the grotesque was lost. In the 
same way, one was not conscious of the 
“pinkness” of the settings. 

Carson Pirie Scott & Co., Chicago, J. W. 
Campbell, display director, used the pink- 
beige tone for a series of apparel and ac- 
cessories windows in which the Paris Expo- 
sition influence was reflected in the manne- 
quins or heads used. These were made of 
papier mache, somewhat roughly finished on 
the surface with skillfully applied pieces of 
display paper. Each figure was given a dif- 
ferent color, such as black, gold, silver, prim- 
rose, snow, and pearl. Six displays were 
included in this type of treatment. 

Laszlo Gabor, who directs display for 
Kaufmann Department Stores, Inc., Pitts- 





burgh, Pa., created the displays shown on 
the cover of this issue and the upper illus- 
trations on pages 4 and 5. Gabor’s displays, 
designed from his own observations at the 
exposition, are likewise noteworthy for their 
application of architectural and sculptural 
Principles to window display. In the words of 
Jessie Reed, advertising manager for Kauf- 
mann’s ; “The mannequins represented Queens 
of Attitude and Plastic Elegance, copied from 
the originals created by Couturier, a young 
French sculptor. They were very tall and 
slender, with small waistline, higher bust, 
and well-developed thighs. The new modern 


—The display at the top of the page is the 
work of Laszlo Gabor; that in the center by 
Arthur Fraser; the lower photograph is of a 
window designed by Louis Banks, The Hecht 
Company, Washington, D. C.. In the last- 
named, the diagonal lines eriss-crossing on 
the background were copied from the exte- 
rior of the Pavilion de |'Elegance. The man- 
nequins in the Fraser window are replicas 
of the originals— 
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silhouette, presented by the Haute Couture, 
was inspired by these mannequins. The fig- 
ures were not smooth-surfaced, but roughly 
modeled like a rough-cast sculptured statue, 
in pale-toned rosy Tanagra plaster. The 
decorative accessories included moulded 
trees, pillars, balusters, balconies, and ped- 
estals. So unusual and dramatic was the 
effect produced that we constantly found 
crowds of people peering at the display.” 

Another application of the Paris Expo- 
sition trend is shown by the lower photo- 
graph on page 5, in which the column and 
“drapes” at the left center were of pink- 
tinted plaster. The diamond mesh used for 
the background of the display, which was 
by Louis Banks, The Hecht Company, Wash- 
ington, D. C., was taken from the design of 
the exterior of the Pavilion de 1’Elegance. 
The same criss-crossing of diagonal lines is 
observable in the displays of Fraser and 
Gabor. 

Another exposition innovation, certain to 
receive a well-deserved welcome among the 
displaymen of the nation, were graceful 
mannequins made of white wire. 
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The Spirit of Christmas 
In Modern Form 


October, 1937 


By GUY MALLOY 


Neiman-Marcus Company, Dallas 


This business of planning and arranging 
Christmas displays is a fascinating subject— 
one which could hardly be encompassed in 
an entire book, let alone a short article. 
There are so many different angles to be 
considered and such a world of decorative 
materials with which to work that there is 
no necessity for anyone to be stumped for a 
“different” treatment from year to year. 

The holiday period is, of course, the year’s 
big selling season. But, of particular impor- 
tance to the displayman, it enables him to 
get away for a few weeks from the cus- 
tomary window and interior trims and gives 
h'm an opportunity to show his versatility 
in the creation of settings which charm as 
well as sell. 

Working with the displayman is the spirit 
of Christmas, with its centuries-old symbols 
and traditions. The incentive to purchase is 
always present during this season. It re- 
mains for the displayman to add to the 
atmosphere by his method of handling the 
display end of the selling game. 

Recent years have witnessed some stores 
breaking away to a certain degree from the 
established customs. The familiar red and 
green has been used spar ngly, with more 


modern treatments carrying out the Same 
thought. This can be done advantageously, 
however, only when the customary symbols 
of Christmas are retained—the corpulent 
Santa Claus, the Christmas tree, the gar- 
lands, and the rest. 

Indeed, with the materials we have to 
work with today an infinite number of 
variations on the holiday theme are possible 
and when worked out with good taste are 
even more capable of expressing the spirit 
of Christmas. Ledge trims, windows, inte- 
riors, cases, even the exterior of the store— 
each can play an important part in building 
up the festive appearance which stimulates 
sales. 

Among the many materials which can be 
used in the modern Christmas manner might 
be mentioned cellophane, fabrics, plumes, 


—Five different types of Christmas trees are 
presented in this article by Guy Malloy, who 
directs display in one of America's smartest 
stores. At the left above is a tree made of 
wire and clear shirred cellophane, with blue 
lighting. A lamp concealed in the hollow 
base threw a shaft of light upward into the 
tree. Below is a view of Neiman- 
Marcus’ first floor as it appeared last year— 
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—At the right is a cellophane Santa Claus, 
flanked by a small ledge of trees made of 
clear cellophane stretched over a conical 
framework and decorated with cedar twigs 
sprayed white. . . . Next is a tree made of 
real candy—800 pounds of it—featuring 
candy canes and gum-drop garlands. .. . 
The tree used on the exterior was lighted 
by blue neon tubing, spiraled around a real 
evergreen sprayed white. Stars were in red 
neon, as was the sign across the store front. 
... And last is shown a beautiful tree made 
of white ostrich plumes attached to wire 
branches; it was illuminated with the cus- 
tomary-Christmas lights, and revolved— 


flowers, sprayed evergreen boughs, even neon 
tubing. And of course the manufacturers of 
display metals, papers, foils, ribbons, and the 
like contribute their part to the displayman’s 
source of ideas. 

At Neiman-Marcus’ last year we used all 
these various adjuncts to display. Cellophane 
for trees, both large and small; ostrich 
plumes for the same purpose; candy like- 
wise, as was the case with neon tubing. 

As a matter of fact, we used a variety of 
Christmas trees. The first is shown at the 
top of page 6. This tree had branches of 
heavy wire, bent as desired, and covered 
with clear fringed cellophane. This in turn 
was speckled with metallic stars ranging in 
size from very small to fairly large. The 
usual tree ornaments were employed. The 
lighting was from blue electric lamps which 
were arranged within the fronds of cello- 
phane. Indirect illumination from lamps 
concealed in the base threw a stream of 
light upward into the tree. The result was 
a novel bit of Christmas decoration which 
excited many comments among our shoppers. 

The large photograph on page 4 shows 
a view of the first floor of Neiman-Marcus 
last year, with the general lighting subdued 







which revolved, was 17 feet in height. 
principal feature of its construction was the 
use of candy canes; note the huge one in 
the center. 
poms in the center of which were gumdrops, 
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in order to bring out the effect of our holi- 
day decorations. Note the garland drapes 
with large metal bows and ribbons. Clear 
cellophane was used to make small Christ- 
mas trees which were indirectly lighted to 
show gift suggestions. All display features 
were designed and made in the display 
department of the store. 

In the upper right hand corner of page 7 
appears a photograph of a novel Santa Claus 
which was poised on a display case during 
the season last year. Standing 11% feet in 
height, Santa was made of shirred cello- 
phane of appropriate colors. Within the 
figure were lamps for indirect lighting. 
Santa held an armful of snowballs, also 
lighted from within, and stood on a mound 
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of snowballs which concealed still 
light. 


An idea of some of the ledge decorations 


another 


used can be obtained from the Santa Claus 
photograph. At his side is a small Christmas 
tree with hollow foil-covered base. 


The tree 


itself was made by stretching clear cello- 


phane ever a conical framework and _ sus- 
pending a few cedar twigs, sprayed white, 


from the point. At the right is shown a 


portion of a column draped with garlands 
of cedar, ribbon, and foil. 


Eight hundred pounds of real candy went 
into the making of the tree shown in the 
center illustration on page 7. The tree, 
The 


The decorations were glass pom- 


and gumdrops strung into a shirred cello- 


phane garland. 


As an exterior attraction we used an un- 


usual neon-lighted Christmas tree as shown 


in the left-hand corner of this page. Thirty- 


five feet tall and 12 feet across the base, blue 
neon tubing was spiraled around a real ever- 
green tree sprayed white. 


The stars were 

















lighted with red neon and flickered on and 
off. The words “Merry Christmas” on the 
store front were in red neon. “. % 

The final illustration shows™a_ beautiful 
tree made of white ostrich plumes, graduated 
in size. These were affixed to stiff wire 
“branches” curved as desired. The decora- 
tions were clear crystal balls, icicles, and 
silver beads. The usual type of colored 
lights were used. 

We believe holiday decorations of the type 
discussed above serve a double purpose: they 
retain the symbols of the season which are 
so firmly established in the affection of the 
public, and at the same time they express a 
spirit of smart modernity in keeping with 
up-to-date merchandising. 
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The Meanings of Display 


By LASZLO GABOR 
Kaufmann Department Stores, Pittsburgh 











The impulse to “show off” a thing is very 
human: it begins with our first childish quest 
for attention and does not end until we are 
6 feet under ground. The wish to please js 
the primitive factor which underlies this 
common activity in man, woman, and child, 
and is almost always successfully achieved 
with the means at hand. How does this 
happen? Generally people resort to “taste” 
and to the habits of people similar to them. 
selves; as long as they stick within these 
limits everything is easy. In this manner 
they are successful and the desired effect of 
pleasing people is fulfilled. Does the aver- 
age displayman try to do anything else? 
After all he is part of this public, he has 
the education, the viewpoint and the habits 
of the general public. He shares its pleas- 
ures and troubles, and hence he is able to 
achieve superficial effects which are imme- 
diately understood. 

This type of average result is easy to see 
in the show windows of shops and most de- 
partment stores. One might call it a stand- 
ardized taste. It goes just as far as is nec- 
essary to please the public in its habitual 
tastes, just as far as is necessary to exploit 
and boost these preconceived tastes. Usually, 
the last thing it wishes to do is to shock 
this beloved and pampered public through 
any unusual idea—and so a new idea is 
commonly pushed to one side in display work 
just as it is in every day middle-class life. 

This situation is not improved by a busi- 
ness-like and all too efficient fixture market. 
It does everything it can to ease the already 
easy-going road of the displayman, since it 
uses chromium, glass, papier mache and a 
thousand other things to give him great 
quantities of fixtures which one can hardly 
tell from another. This has led to nothing 
less than an epidemic which has spread over 
the windows of our cities making them look 
so monotonous that nothing could be farther 
from the actual meaning and function of 
display. If one is willing to pay some atten- 
tion to the causes and effects of this field 
of work, he sees at once the fact that the 
appearance of a show window is the unfail- 


—Gabor combines an excellent idea with 
good display presentation in the first illus- 
tration. Large cut-out blow-ups of models 
wearing college apparel appear to be step- 
ping from Life magazine. The background 
and sides were covered with an oil painting 
of a campus scene. ... Ledge trims come in 
for close attention from the Kaufmann dis- 
play department. The one shown in the 
center photograph used a painting of Greek 
ruins for a background before which stood 
a cut-out blow-up of a model in college 
clothes. . . . The Arlberg ski shop for men 
was built in architectural proportions corre- 
sponding to the dimensions of real Alpine 
houses. The construction was plastered, 
whitewashed, and painted to resemble fresco 
work. It would be difficult to imagine o ski 
shop more typical of the Alps— 
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—Frosty windows partly concealed gleaming 
stylized fir trees in the first display. The 
curved parts of the wall were striped with 
wide bands of dull gold; the flat sections 
were white with narrow golden bands. Ac- 
cessories were shown on low, gracefully 
curved platforms with white tops and dull 
gold sides. . . . The second display had a 
concave background with electric stars shin- 
ing on the painting of down-town Pittsburgh 
at night. . . . The men's Christmas window 
was simple and dignified with narrow pilas- 
ters covered with marbleized paper. The 
walls of the recesses were covered with red 
leather paper, softened with a spray of blue 
and silver balls and gold leaves. . . . Men's 
hats became dramatic when they were shown 
in the "check room" below. Functional 
architecture was accompanied by a Picasso- 
like painting at the left. On the coat rack 
several styles in top-coats were shown— 


ing mirror of the quality of the store and 
immediately classifies a store in its “taste.” 
Some so-called smart business people attempt 
to force their windows to be a weapon with 
which to overwhelm their competitors, if 
their merchandise does not already do so. 
To what does such an attitude lead? A win- 
dow becomes an overstuffed chamber of hor- 
rors, everything stands in the way of some- 
thing else—a complete mixup, or what one 
can only sum up as a Caricature of every- 
thing that is good display. However, no one 
can escape from his own nature, and if a 
certain viewpoint and a certain standard of 
taste is not born in a business man and a 
displayman there is very little he can do 
about it. From all this you can see that 
it is not through good intentions alone that 
one can achieve satisfactory display. On the 
contrary the essentials are good merchandise, 
intuition, imagination, and a_ tremendous 
amount of human understanding. Above all, 
when you have the right idea, then with a 
sleepwalker’s intuition you can avoid all dan- 
gers and reach the goal of effective display. 

We all know that the three walls and the 
glass front of a show window comprise a 
small reproduction of a stage. The very word 
stage intimates that we must have some- 
thing very special to present in order to 
attract the public. The whole atmosphere is 
really that of the theatre. If the execution 
is not appropriate a theatre will stay empty 
and the directors and the actors rack their 
heads wondering “why?” If merchandise is 
not dramatized (that over-worked word 
which suffers so much in the daily vocabu- 
lary of business men), the applause is like- 
wise lacking and the store head and the 
display people rack their brains in just the 
same manner. The only trouble is that they 
don’t, or they don’t do it sufficiently, which 
is proven by the large number of monotonous 
and meaningless show windows. There is a 
very important difference between a theatre 
and show windows, and that is the thick 
plate glass which stands between the public 
and the stage of a show window—a mighty 
Protector which does not permit the expres- 
sion of public opinion to take the form of 
tomatoes and ancient eggs with which bad 
acting can be rewarded. ; 

It is certainly to the disadvantage of the 
display trade that the approval of the public 
remains a question. The best that can hap- 
[Continued on page 38] 
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Abstract and Spectacular== 
Something New For Display 


Never had Portland seen such windows as 
those Malcolm J. B. Tennent designed for 
the Meier & Frank Company’s fall opening 
They were entirely new in treat- 


this year. 





By ADA ROBBINS 
Portland, Ore. 


ment—different to the hundredth ray of lighi 
that shed its color as a part of a display 
plan of broad scope. 

People who have attempted to describe 





these displays have used such terms as sur- 
realistic, astrological, modern . . . and yet 
none of these seems adequate to express these 
most unusual windows. Simplicity (one 
might almost say severity) was the keynote 
of the fixtures that formed the design pieces, 
And they gave a decided effect of the ab- 
stract ... the spectacular. In each window 
seven colored lights played across from 
various angles ... with a strong white spot 
right on the merchandise. 

Before these Meier & Frank fall opening 
windows were created, all former back- 
grounds were taken out and the walls 
smoothly plastered and painted grayish 
green. The ceilings were done in blue. All 
the windows formed a continuous “aisle” 
around the outside of the store, with no 
dividing walls to separate them. 

One series of windows formed what might 
be called the “intimate” displays in severe, 
yet softly blending white. These were the 
supper window, the lounging window, and 
the living room. Others displayed different 
types of merchandise. The one in a pris- 
matic, circle formation centers the attention 
on a riding hab‘t by Meyers Brothers, Louis- 
ville, Ky., whose products are exclusive with 
Meier & Frank’s in Portland. Lilly Dache’s 
designing genius was symbolized by means 
of curves and globe-like circles. English 
suede for sportswear elegance this fall was 
displayed two ways in crossing circles and 
before a pérfect prism. A figure wearing 
an elegant skunk cape stood upon what 
might be termed a glorified scaffolding. 

(More of Tennent’s displays will be shown 
in the November issue of DISPLAY 
WORLD.) 

Yes, Malcolm Tennent did himself proud 
again with these outstanding and unusual 
windows. In spite of the fact that much 
attention was given to the lighting and the 
settings, never for a moment could the spec- 
tator lose sight of the fact that these win- 
dows were designed to display merchandise 
to the most dramatic advantage . . . the 
true purpose of all fine windows. 

An orchid to Tennent, and sincere col- 
gratulations to the Meier & Frank Company! 


—Astrological, surrealistic, and modern were 
a few of the terms applied by shoppers to 
Malcolm Tennent's magnificent displays for 
Meier & Frank's annual fall opening. Perhaps 
a combination of all the words would be 
more suitable, for there is a definite differ- 
ence which needs a new descriptive phrase. 
However. designated, these displays by Ten- 
nent certainly contribute a new technique in 
display settings— 
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—Seven shades of colored light were used in each of Malcolm Tennent's 
fall opening window displays, the merchandise being spotted in pure 
white light. As usual, Tennent's control of light to bring out exactly what 
he wants to show—and no more—is enough to excite admiration, without 
taking into consideration the daring of the displays and the excellence 


of their plan and construction. The Paris Exposition settings may succeed 

in capturing the imagination and attention of the spectator through the 

use of the grotesque, but Tennent achieves the same thing in a manner 

more spectacular and certainly far more satisfaciory aestheticolly. These 
settings have beauty as well as selling ability— 
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Holiday Exterior trims 
Are Iraffic Builders 


Like music, light is a universal language; 
its application to a given theme is under- 
stood and appreciated by everyone with the 
power of sight. What better medium could 
be selected to interpret the spirit of Christ- 
mas to the shopping public? 

Aside from its aesthetic appeal as a form 
of holiday decoration, the use of light has 
the practical value to the merchant of draw- 
ing traffic to his place of business. Through 
clever, attractive Christmas exterior trims 
he accomplishes two objectives: he draws 
crowds into the immediate vicinity of his 
store, and he adds to the realization that the 
holiday season is at hand and it is high time 


to shop for gifts. For one season of the 
year the merchant can glorify his building’s 
exterior into a direct aid toward making 
more sales. 

That elaborate Christmas trims need not 
be confined to the larger stores is shown by 
the beautiful design illustrated in the first 
photograph, with poinsettias and a tall can- 
dle having the leading roles. This spectacu- 
lar lighting display was used on a business 
establishment in a small New England town. 
The candle was 28 feet in height, while the 
display contained some 15,000 lamps ar- 
ranged on several circuits to provide ani- 
mation. The plants actually appeared to 


grow before the eyes of the spectators. An 
endless number of variations of this theme 
could be worked out, either in simple form 
or with considerable ornateness, depending 
on the individual store’s requirements. 

The smaller illustration represents an 
exterior trim used with an amazing amount 
of success last year by F. & R. Lazarus Com- 
pany, Columbus, Ohio. In the words of E, 
Engle, display manager, “The modern illum- 
inated ‘pipe organ’ in the shape of a Christ- 
mas tree was the most elaborate building 


decoration we have ever had. It was 60 feet 
over-all, or in other words consisted of five 
12-foot sections of 12-inch diameter card- 
board tubes covered with white ‘Burleysheen. 
The joints were all covered with chrome. 
At the top of each individual candle was a 
tinsel-covered composition board star with 
a 25-watt bulb in front of each. Along the 
base, standing out approximately 4 feet, were 
eighteen 500-watt rotating color wheels, plus 
1,000-watt spots in the center, giving an 
enormous amount of light in constantly 
changing colors. 

“Banked around the edge of the tree and 
across the bottom was a row of evergreens, 
4 feet in height. The lettering for the 
Christmas greeting at the base of the trees 
was made from wood faced with corrugated 
chrome. Chimes played constantly during 


—How three different firms used exterior 
lighting designs effectively last year are 
shown by the three illustrations on this page. 
Any of the suggested trims can be adapted 
for individual store requirements. E. Engle, 
F. & R. Lazarus & Co., Columbus, Ohio, de- 
signed the "pipe organ" in the shape of © 
Christmas tree shown in the smaller cut— 
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—From the simple exterior trim at the top 
of the page to the elaborate one in the 
lower photograph, each drew its share of 
traffic and word-of-mouth comment. The 
central design was by William Arinow, 
Shillito's, Cincinnati, Ohio. . . . Note the 
village scene in the marquee below. Each 
house was lighted, while a connection with 
steam pipes gave the appearance of smoke 
issuing from the chimneys— 


the evening hours, being broadcast through 
concealed loudspeakers. Our marquees were 
decorated in miniature form.” (This latter 
may be seen in the lower right hand corner 
of this page.) 

A simple, yet dignified, Christmas exterior 
trim is shown in the third photograph. Al- 
though the structure is that of an insurance 
building, the same arrangement of large 
illuminated evergreen wreaths suspended in 
symmetrical arrangement across the front 
would be very effective for a retail store. 
The wreaths—5 feet in diameter—were made 
by wrapping a framework with evergreens, 
with electric light sockets spaced 6 inches 
apart. The sockets could be either centered 
or staggered in arrangement. 

Another simple exterior display adaptable 
for practically any building is shown in the 
first picture at the top of this page. Except 
for the brilliantly lighted star atop the out- 
line Christmas tree, this trim was made en- 
tirely of festoons of 10- and 25-watt colored 
lamps. Green predominated, with rose-col- 
ored accents at the tips of the boughs. The 
star at the top could be made of either wall 
board or sheet metal, painted white. A cir- 
cular plane in the center concealed five 60- 
watt white electric lamps, which show 
against the star, while from the center of 
the circular plane a 25-watt amber lamp 
faced the spectator. 

The John Shillito Company, Cincinnati, 
Ohio, last year used a form of exterior dec- 
oration which employed the customary holi- 
day insignia to good advantage, as seen in 
the second photograph on this page. At 
regular intervals inverted rectangles, out- 
lined in white light, enclosed large Christmas 
bells. Festoons of evergreens were looped 
to connect the rectangles, while at regular 
intervals were stars. The festoons bore col- 
ored lamps. 

Another side of the F. & R. Lazarus Com- 
pany store was used last year for an elaborate 
trim in which stars, a dirigible, and a street 
scene were used. The lighting was arranged 
so that first the stars twinkled, then the 
moon winked on the front of the building. 
The dirigible had propellors which actually 
whirled, and seemed to be floating in a sea 
of electric stars. Along the marquee was 
built a village scene, the houses being cut 
from wall board. Each house was lighted 
and steam-pipe connections made it seem 
that smoke was coming from each chimney. 
Cut-out figures of pedestrians were mounted 
before each home. 

Materials for holiday exterior trims are 
varied, of course, and have innumerable 
Possibilities for the creation of unusual 
building displays. For the displayman or 
merchant who will take the time and trouble 
to work out an exterior design the results 
will be more than worthwhile from the addi- 
tional traffic attracted to the store. 
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By WILLIAM ARINOW 
Shillito's, Cincinnati 





Watch Joe DiMaggio in the batter’s box. 
His swing at the ball is graceful, well-timed, 
and powerful. But more than that, it is com- 
plete; it does not stop when the bat meets 
the ball, for anyone who has played base- 
ball knows that the follow-through has much 
to do with whether a pop-up or a clean hit is 
the result. 

That picture of a good baseball player at 
bat is, in miniature, a portrayal of what 
takes place when a retail firm stages a spe- 
cial promotion. The. ball player, inva frac- 
tion of a second, plans his swing, delivers 
it with all his force, and follows through. 
The retailer must also plan the course of 
the promotion, get behind it with all the 
power of the complete organization, and 


follow through to the last detail to insure 
the greatest possible measure of success. 

Fortunately, the store executives have 
more time in which to formulate their plans. 
Special promotions, like the one on Chateaux 
Margaux which will be discussed here, can 
not be arranged for in two weeks’ time. 
There are too many angles to be considered, 
too much need for coordination on the part 
of the various departments affected, to per- 
mit of hasty work. 


In this particular promotion we were at- | 


tempting to put over Chateaux Margaux, a 
fall shade somewhere between’ brown and 
wine. It was decided that plans must be 
laid far enough in advance so that the mer- 
chandise manager, buyers, and the publicity 
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Successful Special Promotions 
Depend on Follow=Throush 





department could work out every detail—in- 
cluding not only settings for window and 
interior displays but to insure a_ perfect 
match between the Chateaux Margaux and 
the display decorations. 

As our part of the promotion, the display 
department first of all got in touch with 
various sources of supply to find out if we 
could possibly duplicate the rather rare 
shade in the decoratives we planned to use. 





Luck was with us, and considerably to our 
surprise we immediately found a good ribbon 
house which duplicated the shade exactly. 
That eliminated a part of our worries, and 
800 yards of the ribbon was purchased. A 
decorative supply firm then turned up with 


—Red Cross shoes were displayed on sloping 
circles made of wall board and painted to 
contrast with the merchandise. . . . For 
campus millinery a number of painted heads 
were made up in the Shillito display de- 
partment. . . . The lower photograph shows 
a corner window used in the Chateaux Mar- 
gaux promotion discussed in Arinow's article. 
The odd shade of merchandise—between o 
wine and a brown—was duplicated exactly 
in all accessories and display decoratives—- 
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grape clusters which matched the required 
shade exactly, both in the grapes and the 
leaves of the vine. 

Carrying out the wine theme which the 
Chateaux Margaux naturally suggested, we 
had small wine casks, baskets, and the like 
made up locally. The baskets, by the way, 
were exact duplicates of the type used to 
carry grapes in the vineyards. Actual bot- 
tles of Chateaux wine were also used 
throughout the displays. All the decoratives 
used in the windows were repeated in the 
jnterior displays further to carry out the 
motif. Black was used extensively as a con- 
trast to the wine-brown. 

A whole bank of windows was given over 
to the presentation, which was from accesso- 
ries and sports-wear up to better dresses. All 
the apparel matched and was in harmony in 
every way. Every department in the store, 
particularly in the accessories and ready-to- 
wear departments, had an interior display as 
a direct tie-up with the windows. One type 
of poster—11 by 14 inches in size—was used 
throughout the interior. Each bore the 
Chateaux Margaux slogan and color scheme. 

The display department required about 
five hours to make the complete installation, 
including interior displays. 

As one walked by the windows and through 
the store during the time this promotion 
was under way one could not help but be 
aware of the fact that Chateaux Margaux 
was an important item for the consideration 
of the fall shopper. While it is difficult to 
learn with any accuracy to what extent sales 
are increased by such promotions, we do 
know that this carefully planned event, with 
its follow-through in the form of interior 
tie-in throughout the store, exerted a tre- 
mendous effect on the amount of merchan- 
dise sold. But without the follow-through 
the promotion is not complete and will not 
be entirely successful. 


If you can sell an idea to a consumer as 
she passes. your windows and repeat the 
sales message as she enters the door and 
the department, then she is already half-sold 
on the merchandise itself. And displays can 
make or break such a promotion as the one 
discussed above. We have never staged an 
affair of this type that we did not receive 
telephone calls asking that the displays be 
left on view until the individual making the 
_ call could bring someone else to see 
them. 


These Chateaux Margaux displays (four 
of which may be seen in the last photograph 
on page 14 and the three on page 15) re- 
mained in the windows and interior for five 
days, which is about as long as Shillito’s 
carries any color promotion, particularly a 
high-style item. 

The other displays which accompany this 
article are typical Shillito installations. The 
first, for Red Cross shoes, used three inclined 
circles to display the merchandise. The win- 
dow was completed with a poster in the back- 
ground and autumnal foliage and cattails. 


One of our narrow, vertical windows is 
shown in the second illustration on page 14. 
‘Campus Rollers” were placed on painted 
heads which were made up in our depart- 
ment, as were the miniature hats and heads 
at the right of the display. 
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—The baskets used in the Chateaux Margaux displays were exact replicas of those used in the 
wine vineyards to carry grapes from the vines to the place where they are crushed. Actual 
bottles of Chateaux wine were a further tie-up in the promotion, which included an interior 
display in every department— 










The following suggestions may prove of 
assistance to displaymen who must soon 
work with Christmas trims for interior, 
special departments, windows, and exteriors, 

1. Changing lamps in existing signs to 
red and green lends novelty and adds a note 
of holiday decoration to store fronts. 

2. Red and green screens may be placed 
over window reflectors in alternate windows 
during the Christmas season to produce gen- 
eral window illumination. Care must be 
taken to use window flood and spot lights 
to illuminate displays in white light, else the 
general colored light will distort the ap- 
pearance of the merchandise. 

3. Evergreens lighted with lamps of one 
color combined with strings of lamps 
wrapped with evergreen are always appro- 
priate for Christmas decorations and often 
are most attractive when combined with in- 
genuity on buildings. 

4. Floodlighting buildings ordinarily dark 
is excellent Christmas decoration in many 
instances. Colored lights may be used, but 
care should be taken to keep the lighting 
dignified. 

5. Floodlighting buildings in blue, green, 
red, or amber furnishes an effective back- 
ground for other forms of light decoration. 

6. Avoid too many different types of fes- 
toons and displays on one building. Strive 
for uniformity of design and composition. 

7. Design all exterior trims to accentuate 
and conform to the building’s architectural 
details where possible. Columns may be 
wrapped with festoons, or silhouetted 
against floodlighted backgrounds. Over- 
hanging balconies and ‘marquees furnish 
excellent floodlight locations as well as con- 
venient points to drape with festoons and 
luminous medallions. Cupolas may be out- 
lined with small lamps. 


8. For marquees, temporary Christmas 
trees may be installed and lighted. If a 
more elaborate display is desired, ever- 


green trees sprayed white and floodlighted 
are effective, especially if strings of lamps 
are used in conjunction with the floodlight- 
ing. Ice houses made of blocks of ice with 
lamps frozen in each block are unusual and 
attractive, but care must be taken that the 
lamps are not crushed during the freezing. 
Christmas scenes made of sheet metal or 
other material suitable for outdoor use may 
be constructed on a large scale for building 
tops or marquees. 

9. All festoons of lamps should be wrapped 
with evergreens, laurel, or artificial green or 
red roping.- This gives body to the strings 
of lamps and enhances the daylight appear- 
ance. 

10. When long strings of festoons are 
used, as from one street lighting standard 
to another, or across the top of a building, 
the best effect can be obtained if sections 
of lamps of the same color are used rather 
than mixing the color promiscuously. For 
instance, a yard or more of red lamps fol- 
lowed by the same length of green, and so 
forth, rather than one red lamp followed in 
succession by green, blue, and yellow lamps. 
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11. Avoid the use of colored gelatins and 
ordinary lamp cord and sockets if exposed to 
the weather. 

12. All displays should be so arranged 
that they may be maintained when neces- 
sary. Nothing is more unsightly than dis- 
plays with only a few lamps burning. 

13. Lamps of wattages higher than 40- 
watt vacuum type may crack when moisture 
falls on the hot bulb and should be used 
only when fully protected from the weather. 

14. Outside-colored lamps may prove tem- 
porarily satisfactory when used in locations 
exposed to the weather, but inside-colored 
lamps give better general performance. 

15. Avoid glaring light sources. Conceal 
all floodlights where possible with ever- 
greens banked around them, and never direct 
their beams so that they are in the line of 
vision of spectators. 

16. In trimming outdoor evergreens (for 
marquees and the like) lamps of one color 
for each group of trees are more effective 
than a mixture of every color. Single trees, 
however, may be lighted in many hues. 

17. Evergreens trimmed with lamps when 
floodlighted in green or blue are very effec- 
tive, the floodlighting giving composition to 
the tree. 

18. Christmas displays of any type when 
lighted in one or two colors only are more 
dignified and expressive of the spirit of the 
occasion. 

19. All cords should be large enough to 
carry the electrical load without an exces- 
sive voltage drop. For displays of 200 watts 
or more at distances greater than 20 feet 
from the outlets, use nothing less than No. 14 
wire, The regular type of lamp cord used 
in the home is No. 18. 

20. Home-made floodlights are effective 
where the area to be illuminated is nearby 
and not too large. Tin water buckets and 
various types of tin cans or other metal 
containers equipped with waterproof sockets 
and lamps can be used, of course being con- 
cealed. To obtain color, either colored 
lamps or screens made of “Cel-o-glass” or 
its equivalent are recommended. 

21. Ice cakes broken up into various sizes 
and placed over colored lamps are most ef- 
fective on marquee tops. In warmer climates 
where ice will melt, cellophane crushed into 
various forms produces similar effects. 

22. Do not force your designs in order to 
make them novel. Strive for simplicity and 
good execution. A poorly constructed display 
is always unsightly. 

23. Icicles can be made by using clear 
cellophane and water glass (sodium silicate). 
Cut the cellophane into strips of the length 
desired for the icicles, then gather together 
a number of the strips (the number depend- 
ing on the thickness required for the icicles) 
and dip the whole into the water glass. These 
are hung up as needed in the scene. 

24. A decorative frost effect for windows 
can be made by patting the glass with a 
tuft of cotton soaked in a saturated solu- 
tion of epsom salts. On drying this crystal- 


izes into frost-like formations. 
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Foreign Visitor Comments 
On U. S. Display 


W. Turner, proprietor of General Adver- 
tising Service, Ltd., a display studio of Bir. 
mingham, England, spent an afternoon with 
DISPLAY WORLD recently. Turner, who 
with Mrs, Turner was making a tour of the 
United States and Canada, believes that 
many American displays are sheer works of 
art and in general are greatly superior to 
those found in the Old World. 

Commenting on his impressions of display 
as found in this country, Turner said: “All 
your displays over here are far more elab- 
orate than those of England. Your trades 
people fully appreciate the value of the 
windows and do not mind spending money 
on them. They seem to realize that window 
displays are definitely the point of contact 
that directs the shoppers’ attention and 
eventually attracts them into the store. 

“In London, Selfridge’s is noted for its 
displays, but on the whole the displays of 
Birmingham and Manchester are equal to or 
superior to those of the larger city. Some 
of the larger English stores are going in 
for interior display to a certain extent. Over 
on the continent, a considerable amount of 
money is being spent on poster work, but in 
general their windows are disappointing.” 

Turner’s firm produces displays and ex- 
hibits for various stores, manufacturers, and 
the like, some forty employees being re- 
quired. “Surprisingly low prices prevail for 
displays,” he said, “the purchasers simply re- 
fusing to spend much money. This is only 
slightly offset by the fact that wage scales 
are 25 per cent or more lower than in the 
United States.” 

Turner’s itinerary while on his two 
months’ visit to America included Quebec, 
Vancouver, Los Angeles, Chicago, Washing- 
ton, Cincinnati, New York City, and other 
principal cities. 





Screen Process Demonstration 
Staged by Morton 

One hundred and twenty-five displaymen, 
artists, sign men, and lithographers met at 
the Coleman Lamp & Stove Company plant, 
Wichita, Kan., the night of October 6 to 
witness a demonstration of silk screen proc- 
ess arranged by H. W. Morton, the firm’s 
display manager. A tour of inspection of 
the display department, where the entire 
force was at work, was first on the program, 
after which screen process was demonstrated, 
as well as flocking and various types of air- 
brush work. 

Bert Zahn and Cecil Bathhurst, Sherwin- 
Williams Company, and A. Stack, Paasche 
Airbrush Company, were speakers. 





Curtis Releases 
New Catalogue 

Curtis Lighting, Inc., Chicago, III. has 
just released a new catalogue on commercial 
lighting. Besides numerous illustrations 0! 
lighting fixtures, many photographs and de- 
scriptions are given of practical installa- 
tions under differing circumstances. 
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Retail Unions For Tacoma 


Display managers for department stores in 
Tacoma, Wash., are not classified as “store 
executives” under the terms of agreements 
signed September 1 by ten firms and Sign 
Writers’ Union Local No. 403 and Retail 
Clerks’ Union No. 367. The contracts pro- 
vide for display managers a guaranteed rate 
of pay oi $1 per hour, with an average work- 
week of forty hours. Eight hours overtime 
each week is to be allowed at straight time, 
to be worked on any one or more days of 
the week. 

The following rules, in addition to the rate 
of pay outlined above, apply under the agree- 
ment with the sign writers’ union: 

“Assistant displayman: It is agreed that 
all assistant displaymen will be guaranteed 
a minimum of $25 per week. 

“Apprentice: One apprentice to each store. 
No additional apprentices until the termina- 
tion of this agreement. New apprentices to 
serve five years, beginning at the rate of $15 
per week the first six months, with an in- 
crease of $1.50 per week each six months 
thereafter.. Time and one-half for all time 
after forty-eight hours. All apprentices now 
employed to begin as of the first six months 
of the fourth year at $24 per week, with 
an increase of $1.50 per week each six 
months thereafter until the end of the sixth 
year at which time they will become a junior 
displayman on successful completion of an 
examination by an examining committee 
composed of members of Local Union 403. 

“Wages to be paid on a weekly basis, with 
no deduction from the forty hour guaranteed 
average week on account of local holidays; 
holiday time is not to be made up. All work 
on Sundays and legal holidays shall be paid 
at the rate of double time. 

“Guaranteed minimum salaries are as fol- 
lows: Display manager, $1 per hour. Print- 
a-sign operation, $20 per week of not over 
forty hours. Junior displayman, 87% cents 
per hour. Card writer, part time work, $1 
per hour; full time work, 87% cents per hour. 

“Standard clause on union activities to be 
in force. (This provides for non-prejudice 
by employers for employees who serve on 
union committees, provision for consultation 
with employees by union representatives, 
etc.) 

“Any number of hours: in excess of forty 
and up to forty-eight hours in any one week 
may be paid for at straight time or traded 
for time off during the following week, but 
not in any subsequent week thereafter. Any 
number of hours worked over forty-eight in 
any one week shall be paid for at the rate 
of time and one-half and shall not be traded 
for time off. 

“No employee as a member of Local 
Union No. 403 not working the full forty- 
eight-hour guaranteed week steadily each 
week during the life of the agreement shall 
be considered as steadily employed, but is a 
part-t'me employee and shall receive pay for 
all time worked, based on the hourly rate 
agreed upon for part-time work, except that 
all time worked in exéess of forty-eight 
hours shall be paid for at the rate of time 
and one-half based on the part-time scale. 





“It is further understood that the stores 
signatory to this agreement will furnish a 
total of thirty weeks’ work to card writers 
to be paid at the rate of 87% cents per hour 
for forty hours per week or $1 per hour for 
any time work less than forty hours per 
week. 

“The present policy of stores signatory to 
this agreement of granting one week’s vaca- 
tion with pay after one year of employment 
will continue.” 

According to a letter from the secretary of 


‘Retail Clerks’ Union No. 367, that local has 


jurisdiction only over “window trimmers” 
who do absolutely no brush work. Excerpts 
from the wage and working agreement of 
No. 367, as relating to displaymen, provide 
as follows: 

“Section 8 (a). Boys’ clothing, men’s fur- 
nishings and hats, window trimmers and as- 
sistants, drapery salesmen: $20 per week, 
first six months’ experience; $23 per week, 
second six months’ experience; $26.50 per 
week thereafter. 

“Women employed as window trimmers 
and assistants shall receive the scale for 
men as applicable to window trimmers and 
assistants. 

“Combination employees, including window 
trimmers, or those working in more than 
one department shall receive one-half of the 
difference between the two scales applying 
over and above the lower scale. This pro- 
vision does not apply to employees whose 


work in an additional department is inci- 
dental and occasional. 

“Normal hours of employment for regular 
employees shall be from 8:00 a. m. to 6:00 
p.m. However, for special sales events and 
departmental changes, to be agreed upon by 
the business representative of the union and 
the employer’s representative, regular em- 
ployees may work between 8:00 a. m. and 
8:00 p. m. at straight time, and extra help 
may be used on second shift to 9:00 p. m 
Christmas week help and inventory help may 
work to 9:00 p. m. at straight time with these 
exceptions and the exceptions of window 
trimmers, all time after 6:00 p. m. shall be 
paid for at time and one-half and all time 
over eight hours in any one day and forty 
hours in any one week shall be paid for at 
time and one-half. 

“The agreement shall be in full force and 
effect until the first day of June, 1938.” 





Havana Displayman 
Visits U. S. 


Carlos des los Santos, display director, El 
Encanto Department Store, Havana, Cuba, 
was a recent visitor to the offices of DIS- 
PLAY WORLD. Des los Santos was sent 
to the States by his firm to study display 
practice in several of the cities in the eastern 
part of the country. While in Cincinnati 
he was entertained at lunch by a group of 
members of the local display club. 








—For the Hickok Company, W. L. Stensgaard & Associates, Inc., Chicago, Ill., developed the 


graceful counter unit shown above. 
produced and correct in every detail. 


box by Hickok.) 


The horse's head is an original wood carving expertly 
(The head is also the decorative feature of a new belt 
The carving is mounted on a grained walnut plywood panel. The six metal 


display shelves and plywood base are finished in Egyptian lacquer. The unit is 2! inches high 


by 16% inches wide by 6 inches deep— 
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Coordinated Advertising 
Steps=-Up Results 


By RAY MARTIN 


Consolidated Edison Company, New York City 


Coordinated advertising operates much 
like a modern army corps, of which we are 
having plenty of demonstrations these mili- 
taristic days. Tanks, rifles, and airplanes 
are represented by the printing press, lith- 
ography, and silk screen process. But the 
final result—the attainment of an objective— 
is essentially the same in either case. 

Twenty-four-sheet posters may be likened 
to the long-range guns; window displays to 
trench mortars; truck posters to cavalry or 
any similar term that suits the fancy. The 
point is this: if, for example, our immediate 
objective is to sell a bargain package of 
electric appliances, it is only common sense 
to support this activity with an advertising 
barrage that includes every medium at our 
command. Otherwise, we dissipate our 
strength and are less likely to reach our 
goal. 

There was a time—oh, so few years ago— 
when sales quotas were met and passed with 
comparative ease, but today the process of 
changing prospects into customers requires 
the combined use of all advertising facilities. 

The bargain package idea mentioned a 
couple of paragraphs back actually took the 
form of a campaign with our company last 
year. : The first photograph shows one of 
the. window displays used to feature two 
bargain groups. Since a utility is greatly 
concerned with increasing the amount of cur- 
rent used, selling merchandise in groups of 
this nature serves a double purpose: the 
actual sale itself, and the building up of the 
electrical load throughout the system. In 








the first division, to sell for $8.82, an iron, 
toaster, and lamp were included; in the sec- 
ond, selling at $17.64, the same three items 
were offered plus a small radio. 

In order to cash in on every advertis:ng 
possibility, in connection with this campaign 
we used the display shown in each of our 
offices, plus lithographed twenty-four-sheet 
posters in strategic locations, newspaper ad- 
vertising, and screen-processed panel posters 
for our trucks. With all these sales agents 
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CONVENIENT TERMS TO CUSTOMERS OF THE NEW. YORK EDISON CO. INC. (iii 5 ¢ tactonm 





at work there is no question but that the 
majority of our prospects were made fully 
acquainted with the fact that two Christmas 
bargain groups were being featured during 
the gift season. 

Additional posters supported the campaign 
in each show room. Smaller reproductions, 
costing pract cally nothing, were placed on 
desks, counters, and in every other advan- 
tageous spot. Approved dealers were sup- 
plied with wooden reproductions of twenty- 


DAY 


four-sheet posters and with cardboard in- 
serts that repeated the same message. The 
newspapers, direct mail, and other media had 
their part in the general drive. The same 
theme, copy, design, and illustrat:ons were 
used throughout. 

“For Happ’er Days to Come” was the 
theme of several displays in which major 
gifts were offered. A typical example is 
seen in the second photograph. “Evergreen 
boughs” were placed on a wall board back- 
ground and to the “boughs” were affixed 
cut-out ornaments in heroic size. Appliances 
suitable for gifts were sketched in on each 
ornament. 

Along similar lines was the display show! 


—The first display shown above illustrates 
the general theme of the Consolidated Edi- 
son Company's campaign last year on gift 
groups. The same motif was followed in 
newspaper advertising, outdoor posters, and 
truck panels in order to concentrate the 
various media on one subject— 
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—Other examples of the work of Ray Martin 
and his staff are presented below. Ranging 
from major gift suggestions to good-will dis- 
plays such as the one for home-mad> 
candies at the lower right, each display had 
a definite object. Copy was kept to a bare 
minimum, necessary in displays of this type— 


at the bottom of page 19, encouraging con- 
sumers to make home-made candies for 
Christmas—the object being to add to good- 
will by furnishing free recipe booklets and 
to increase the consumption of fuel. 

Another group of displays for radios and 
the like used the expression: “Say Merry 
Christmas with—”’ whatever merchandise 
was offered. Air brush was employed for 
the cloud effect on the background, with 
small suitable cutouts in the lower right cor- 
ner. The base of each of these displays was 
made of wall board and showed a cut-out 
Santa Claus and reindeer. 





The second illustration on page 19 is of a 
display for appliances, several planes of card 
board forming the background. 

Coordinated advertising, such as that used 
in conjunction with most of the displays 
shown here, has much to recommend it, in- 
cluding a very real saving in art and prep- 
aration costs. Sniping at prospects with un- 
related advertising is, of course, successful 
to a certain degree, but it lacks one of the 
first fundamentals of sound advertising— 
repetition. Paraphrasing an old and honor- 
able proverb—“Constant suggestion wears 
away sales resistance.” 





Ernest Leeker Resigns 
From The Hub 

Ernest H. Leeker, for eighteen years with 
The Hub, Chicago, Ill., has resigned. His 
luture plans have not yet been announced, 
although he is said to be considered several 
offers, While with The Hub, Leeker was 
display director and superintendent of main- 
tenance, his work including a great deal of 
special designing for departments. 
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Darling Purchases 
Patent, Foundry 

The L. A. Darling Company, Bronson, 
Mich., has purchased exclusive rights for 
the Sutherland patent, No. 1,818,172, to man- 
ufacture garment rack bases of two pieces, 
of clamp construction, embodying in the fit- 
ments the one-bolt clamping feature. The 
Darling firm has also bought the Titus 
Foundry Company, Coldwater, Mich., in 
order to control the manufacture of the com- 
pany’s castings. 





Hiffman To Visit 
Washington Club 


Erwin A. Hiffman, president, International 
Association of Display Men, St. Louis, Mo., 
plans to spend several days this month con- 
ferring with members of the National Capi- 
tal Display Men’s Club, Washington, D. C. 
The capital organization will be host to the 
1938 convention of the I. A. D. M., tenta- 
tively scheduled for five days in June. 
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Kneis Sweepstakes Winners 


jue as 
this Fy 





His Beat 


Yacdlion Companions 





—Another group of the entries of Karl Kneis, Stix, Baer & Fuller Company, _ ning the first award of a silver trophy in the sweeps, carried off a similar 
St. Louis, Mo., in the sweepstakes contest of the International Association prize for the grand prize with a total of nearly 500 points. His versatile 
of Display Men at the Chicago convention. Kneis, in addition to win- treatment is especially interesting— 








1937 October, 1937 


| TWO NEW 
ILLUSTRATED 
BEAVER BOARD 

FOLDERS 


PRINTED IN COLOR 


G 


NEW DEVELOPMENTS 
FOR DISPLAY-USES..... 
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NEW DEVELOPMENTS 
FOR INDUSTRIAL USES... 





Say fellows like Ernie Leeker . 





Get the great new 
full information on 


BEAVER GEMT soarp 
BEAVER G © [L© Boarp 
BEAVER PEB°MIET poarp 
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SENSATIONAL!.... > 
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Smooth modern curves in Beaver Bent Board, 6, 12, 18 or 
24 in. diamete-—cight feet lengths in reversible colors or 
natural—sturdy—durable—at prices that reduce your 
window and interior display costs. 
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THE HIT OF THE 
1.A.D.M. CONVENTION! 


«Clem Kieffer... Sam Blum . . . Stensgaard 






Colors built into the board—different color on each side 
(two colors for the price of one)—that’s Beaver ColoBoard. 
Sizes 48 in. x 8 feet—Wanted colors—Surface excellent fo: 
water or oil color. Be the first in your city to see and use. 


Beaver Board Division 


CERTAIN-TEED PRODUCTS CORP. 
100 East 42nd Street, New York City 





MAIL THIS COUPON TODAY 2 


BEAVER BOARD DIVISION, CERTAIN-TEED PRODUCTS CORP. 
100 East 42nd Street, New York City 


Send me the new illustrated Beaver Board Folder checked. There is no charge 


or obligation. 
[] NEW DEVELOPMENTS FOR DISPLAY USES 


[] NEW DEVELOPMENTS FOR INDUSTRIAL USES 
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Saturday Evening Post Cover 
By Displayman 

Not only . Robert Briggs Velie, well 
known in the window display designing field 
in New York City, but also another de- 
signer, Glen Holland, vice-president, Modern 
Art Studios, Chicago, and in charge of sales 
promotion in the East, had his part in the 
designing and painting of the cover design 
for the Hallowe’en issue of The Saturday 
Evening Post. 

Holland’s small daughter, Dorothy Jane, 
aged 7, inspired the idea and posed for the 
artist as the frightened little girl daring to 
peek at a jeering pumpkin. 

Dorothy Jane patiently abandoned her 
play one hot July afternoon to pretend a 
Hallowe'en thrill for the artist, and just as 
patiently she is waiting to see herself as 
the “girl on the cover.” 

Velie designed many of the exhibits for 
Sears Roebuck & Co. at the 1934 World’s 
Fair. Later he was art director of national 
store display for the same firm until leaving 
for New York to free-lance. 

Numerous requests for him to submit ideas 
for other top magazines indicate that he will 
soon be deserting the display field to do 
only magazine covers and _ illustrations. 
Other designs on which he is now working 
are for Liberty and The Digest. 





University of Florida 

Plans Display Course 

Arrangements are being made by W. K. 
Mitchell, secretary of short courses, Uni- 
versity of Florida, to conduct a six-day 
course in window display and card writing 
to be held either during the latter part of 
November or some time soon after the be- 
ginning of 1938. The sessions would take 
place at Camp Roosevelt, located in central 
Florida, and would be designed for men and 
women experienced in display work. Several 
prominent displaymen have been contacted in 
regard to teaching the course, but thus far 
no announcement has been made as to the 
person selected. 





Motion Displays Announces 

Special Christmas Unit 

Motion Displays, Inc., 29 Ryerson street. 
Brooklyn, N. Y., has announced a special 
electrically operated motion unit for the 
coming holiday season. Made of five-ply 
veneer, the display shows a reindeer in nat- 
ural colors, ridden by Santa Claus in the 
traditional costume. The whole is shown 
before a background of blue sky flecked with 
snowflakes. The complete unit is 42 inches 
long by 36 inches high. Literature may be 
obtained from the firm on request. 





“Back-Bar'' Suggested 
For Holiday Display 

The Upson Company, Lockport, N. Y., in 
4 new and attractive circular containing holi- 
day display suggestions in which “Rediprep” 
is used, includes an interesting “back-bar” 
lor the merchandising of bags or similar 
gifts. As designed, the display is constructed 
ia color scheme of red and white, trimmed 
with chromium moulding. The use of the 
display for other selling purposes is made 
Possible by changing the colors used. 
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5041 RAVENSWOOD AVENUE 
CHICAGO, ILL. 


KLING-TITE and HANSCO 
TACKPOINTS IN THE 


INKED together in a perfect- 

working combination — Kling- 
Tite and Hansco Tackers and 
Tackpoints assure faster, better 
They're both made in 
the same plant under unified con- 
trol, which assures smooth, accur- 


ASK FOR FOLDER 
If you’re not a Kling-Tite or Hansco 
user, send for descriptive folder of 
Kling-Tite and Hansce Tackers. 





pce 


— Better Service 
to the User 


Kling-Tite and Hansco Tackers 
are made for driving Tack- 
points up to Y-inch length. 
They're widely used for all 
kinds of tacking—cutting costs 
and speeding up work. 
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The BRISCHOGRAPH is an in- 
dispensable piece of equipment 
for every Displayman. Cardwriter, 
Poster Artist and Designer. It 
pays for itself quickly, and its 
modest price puts it within the 
reach of all. 


The New 3/10 Model 


‘25 


COMPLETE 


Any photo, magazine, sketch, etc., 
regardless of size, can be clearly 
projected to desired size, in per- 
fectly defined detail, in natural 
colors, with reading matter from 
left to right as original. 


Visit your dealer today and ask 
to see the Brischograph. Better 
still, buy it and try it in your 
every-day work . . if you do 
not find it all we claim—a worthy, 
time saving addition to your 
equipment—return it in ten days 
and your money will be refunded. 


Send fer our New Circular 
Showing “WHO’S WHO” 


| With This Machine 
 DISPLAYMEN 


everywhere are making illustrated backgrounds, 
panels and posters easily, quickly and at low 
cost because the BRISCHOGRAPH makes you 
an artist—instantly. 


The BRISCHOGRAPH is simple to operate, as the above illustra- 


tion clearly shows (Guaranteed to be reproduced from unretouched 
photograph). Simply place the Brischograph over the copy to he 
enlarged and focus to produce desired enlargement. Then follow 


the projection with pencil, pen or. brush. You will be surprised 
how easily and quickly you can make attention-compelling back- 


grounds. 
THE BRISCHOGRAPH COMPANY 
COLUMBUS, OHIO 


Established 1926 
26 W. WEINSHEIMER ROAD 
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Displays A La Staines 





















































—Richard A. Staines, display director, Vandever Dry Goods Com- has won European recognition as well as in the United States. 
pany, Tulsa, Okla., and first vice-president, International Association Recently a page of a leading German display magazine was devoted 
of Display Men, planned the six displays shown above. Staines’ work to photographs and descriptions of his displays— 
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Economical Christmas Display Materials 





No. 37-CV—-CHRISTMAS VALANCE 


Choice of two appealing Christmas Designs, attractively printed 
in two colors. Made on heavy embossed white fibre paper, in 
50 ft. rolls. The designs are 36 inches long and 20 inches deep, 
repeating continuously throughout the 50 ft. length of the rolls. 
Excellent for Window Valance or for Show Case or Wall Dec- 
oration. In ordering, state design wanted—Coach or Gift Box. 


Price per roll (either design), $1.50 


Be Prepared for the Big Christmas Shopping Season. 
Order Your Displays Now. 
co. 


ORCHARD PAPER 


3922 N. UNION BLVD. ST. LOUIS, MO. 





ait 


No. 37-DS—THREE-PANEL DISPLAY SCREEN 


Each panel is 60 inches high by 18 inches wide, consisting of a sturdy wood 
frame covered on both sides with heavy, removable cardboard, artistically 
decorated. The panels are held together with reversible hinges. Three dif- 
ferent center scenes, executed in brilliant oil paint colors, are provided, 
permitting use of the Display Screen at various times of the year. Three 
beautiful displays for the price of one. Suitable for window background, 
dressing screen, partition, etc. 


Price each, $8.50 


e—- 


No. 37-BS—“BLINKING SANTA” 


Cut-out Santa Head Display Card, 21 inches high, made 
from 12 ply cardboard. Has 10-watt green electric bulb 
in one eye. When display is connected to electric lighting 
circuit, the eye blinks. Suitable for window, counter, wall 
or shelf. Complete with easel, bulb, flasher and cord, 
ready to plug in. 


Price each, $1.50 

































SILVESTR 


announces 
the appointment of 


R. J. LARSON 


formerly of Wieboldt Stores, Inc., Chicago, 
Ill., as assistant designer and member of 
our sales staff. 


The Most Attractive 


CHRISTMAS 
Display Units 


WE HAVE EVER SHOWN 
Including 
—Santa Claus Heads 

—Candle Brackets 
—Panels 

—Plaques 
—Candelabras 

—Bust of Santa Claus 


Write at once to insure delivery to meet 
holiday display schedules. 


SILVESTRI ART MFG. CO. 
1222 W. Madison Street 
Chicago 
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samples: 
Lockport’ 














Title Registered U. S. Patent Office 


Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 





H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
R. C. KASH, Editor. 





OUR PLATFORM 


- The Development of Window Display Adver- 
tising. 


Lad 


- More Display Cooperation by Manufacturer 
and Merchant. 


. Advancement of the Display Service Business. 


> Ww 


. Practical Service to the Display Profession 
and Industry. 





5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute Independence of Our Editorial 
Columns. 

VOL. XXXI OCTOBER, 1937 No. 4 





The Display Manager— 
An Executive? 


On September 1 ten Tacoma, Wash., de- 
partment stores signed an agreement with 
local labor unions, under the terms of which 
all retail employees (except executives) are 
recognized as union members and subject 
to a fixed minimum scale of wages. The 
significant point, however, so far as the dis- 
play field is concerned, is that the agreement 
goes blithely ahead and proceeds to classify 
display managers as non-executives. This 
repeats, to a certain extent, the classification 
under the provisions of the defunct NRA in 
which displaymen were placed in the same 
category as maintenance men. 


To anyone familiar with the duties of a 
display manager for a large department 
store it is indeed difficult to understand the 
reasoning process by which he is rated as 
“non-executive.” The advertising manager, 
who is concerned with the planning and 
production of advertising which will draw 
customers to the store, is ranked without a 
second thought as an executive. It would 
seem, then, that the display manager who 
also devotes his efforts to drawing people 
into the store—and with selling them after 
they reach the point of sale—should receive 
the designation of “executive.” Both ad- 
vertising manager and display manager are 
responsible for the control of their respec- 
tive budgets and both are responsible for 
the operation of their departments. In many 
ways their duties have marked similarity, 
although every store gives precedence to the 
advertising department in the way of appro- 
priations, salaries, and the like.- Regard- 


less of this, however, the point is that when 
the unionization of retail employees is the 
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subject, anyone with the duties of a display 
manager should be considered as an execu- 
tive and not subject to affiliation with a 
union. 

Membership in a union handicaps a display 
manager in both ‘work and salary. When a 
minimum wage is established, it tends auto- 
matically to become the maximum. In the 
case of the ten Tacoma stores the minimum 
guaranteed salary for a display director is 
only $40 per week, with a possibility of 
bringing this sum up to $48 through working 
eight hours overtime. (See page 17.) 

And in sharp contrast, card writers for 
the same hours receive $35 and $42, the lat- 
ter figure applying where eight hours over- 
time are worked. In other words, the min- 
imum guaranteed weekly salary of a card 
writer is within $5 of that of the display 
director. In how many non-union stores can 
this same situation be found? This does not 
signify that the card writer should not be 
receiving a weekly guarantee of $35, plus 
overtime. It does show clearly, though, that 


the inclusion of the display manager in the. 


union agreement is not to the best interests 
of that individual. 

It is up to the non-executive employees of 
a firm to say whether or not they will em- 
brace unionism, but certainly the display 
manager—and in many cases his immediate 
assistants —deserves the classification — of 
“executive” and the privilege of negotiating 
directly with the store management with 
regard to hours, working conditions, and 
salaries. 





The Display Genius of 
Malcolm Tennent 

Some time ago the magazine Esquire 
began the happy practice of paying tribute 
to contemporary writers and artists, on the 
theory that a pat on the back now is worth 
a whole florist’s shop of flowers a hundred 
years later. For once, at least, DISPLAY 
WORLD is going to follow that example 
with a tribute to Malcolm J. B. Tennent, 
whose display creations for Meier & Frank, 
Portland, Ore., are examples of sheer genius 
in whatever light they are viewed—whether 
from a sales standpoint or as a considerable 
contribution to modern art. It is a compli- 
ment to each to say that Malcolm Tennent 
is to the display field what Ernest Heming- 
way is to the profession of writing. Each 
is a master of his particular art. 

Tennent has the type of mind which per- 
mits him to visualize artistic possibilities 
in subjects seemingly utterly foreign to dis- 
play practice, the courage to adapt those 
subjects to a display plan, and the ability 
to see that they are carried through in the 
most thorough fashion at a minimum of time 
and expense. His annual spring and fall 
opening displays have come to be held up in 
many organizations as examples of what 
can be accomplished in the way of special 
treatments. 

One of his most facile display tools comes 
from his amazing control of light. His win- 
dows are shining exemplifications of the 
modern use of illumination to concentrate 
attention on merchandise and to beautify 
displays at the same time. Neither objec- 
tive suffers at the expense of the other. A 
step further was accomplished in his fall 
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displays this year when he used seven blend- 
ing shades of colored light for each window, 
the merchandise being spotted in pure white 
light. 

It is the writer’s secret hope that some 
day some famous store in New York City 
will have the privilege of installing, under 
his supervision, a series of Tennent displays, 
It is our prediction that they would strike 
the blase shoppers of Manhattan like the 
proverbial bombshell. 





Erwin Hiffman Forms 


Speakers Bureau 

Erwin A. Hiffman, president, Internationa] 
Association of Display Men, St. Louis, Mo, 
in a move to disseminate information on dis- 
play, has appointed the following men as 
members of the newly-formed I. A. D. M. 
Speakers Bureau: 

Carl V. Haecker, Montgomery Ward & 
Co., Chicago; Bruce J. Alexander, Fowler, 
Dick & Walker, Binghamton, N. Y.; Robert 
O. Johnson, Commonwealth Edison Com- 
pany, Chicago; John R. A. De Jung, Peoria 
Dry Goods Company, Peoria, IIl.; Clement 
Kieffer, Klinehans Company, Buffalo, N. Y.; 
Arthur Gray, Lansburgh & Brother, Wash- 
ington, D. C.; Gilbert Brown, Philadelphia 
Electric Company, Philadelphia; John Doran, 
Garrison Wagner Company, St. Louis; John 
Flotten, Harris & Frank, Los Angeles, 
Calif.; W. L. Stensgaard, president, and 
Frank W. Spaeth, vice-president, W. L. 
Stensgaard & Associates, Inc., Chicago; Ray 
Parks, Leavitt Stores, Manchester, N. H.; B. 
E. Chester, Monnig’s Dry Goods Company, 
Fort Worth, Texas; Donald E. Springer, 
Levy’s, Jacksonville, Fla.; Richard A. 
Staines, Vandever Dry Goods Company, 
Tulsa, Okla.; Ray Martin, Consolidated Edi- 
son Company, New York City; O. W. Ben- 
nett, Kolliner’s, Stillwater, Minn.; R. C. 
Kash, editor, DISPLAY WORLD, Cincin- 
nati; J. D. Williams, Merchants Record, 
Chicago. 

These men will be available for talks on 
display before civic organizations, luncheon 
clubs, advertising clubs, and the like. 





Joe Chadwick Wins 
St. Louis Contest 

The grand prize in the display contests 
held annually by the Greater St. Louis Dis- 
play Club in connection with the Horse 
Show and the Veiled Prophet’s Ball, two 
events which mark the opening of the city’s 
social season, was won this year by Joe M. 
Chadwick, Famous-Barr Company, for sev- 
enteen tie-in displays. Veiled Prophet awards 
were as follows: 

Women’s wear, first, Otto Lasche, Kline’s; 
second, Karl Kneis, Stix, Baer & Fuller 
Company. Men’s wear, first, a tie between 
Mrs. Grace Everest, Scruggs, Vandervoort & 
Barney, and Armand C. Raining, Boyd- 
Richardson. Accessories, first, Karl Knets. 

The Horse Show display contest was won 
by Armand C. Raining, folldwed by Ed 
Lamprich,.Downtown Norge Company ; Vtto 
Lasche; Mrs. Grace Everest, and Alvin 
Stoops, Grimm & Gorly, in that order. 

The awards were silver cups and were 
presented to the winners by Arthur R. 
Meyer, president of the display) club. 
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Upson Company Announces 
New Display Stand 


The Upson Company, Lockport, N. Y., 
makers of Upson Board and “Rediprep,” has 
announced the development of a new display 
stand which combines fine appearance, ease 
of shipping and assembly and economy. The 
display is 4 feet high, 36 inches wide and 30 
inches deep, with a platform height of 6 
inches. It is designed to sustain a weight 
of 500 pounds. The base foundation is made 
of Upson Board and the stand is of “Redi- 
prep” in harmonizing colors. The display 
fastens together with interlocking tabs cut 
into the board at the edge. The entire unit 
folds flat and can be shipped in compara- 
tively inexpensive cartons. The display is 
said to be particularly suitable for the man- 
ufacturer who desires to offer his dealers 
quality displays at economical prices. 





Aids To Modern 
Display 

Interchangeable “Metalcraft” price mark- 
ers in twenty assorted bases and 100 as- 
sorted numbers in polished chrome and 
satin-finish metal are being produced as aids 
to modern displays by the Combination 
Products Company, 64 West Twenty-third 
street, New York City. An illustrated folder 
describing the line will be sent upon request. 





STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., REQUIRED 
BY THE ACT OF CONGRESS OF 
AUGUST 24, 1912 


of DISPLAY WORLD, published monthly at Cin- 
cinnati, Ohio, for October 1, 1937. 

State of Ohio, County of Hamilton. 

Before me, a notary pubiic in and for the state 
and county aforesaid, personally appeared Nathan 
Silverblatt, who, having duly been sworn according 
to law, deposes and says that he is the secre- 
tary of DISPLAY WORLD and tthat the fol- 
lowing is, to the best of his knowledge and belief, 
a true statement of the ownership, management, 
etc, of the aforesaid publication for the date 
shown in the above caption, required by the Act 
of August 24, 1912, embodied in section 411, Pestal 
Laws and Regulations. 

1. That the names and addresses of the pub- 
lisher, editor, managing editor, and business man- 
agers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; 
editor, R. C. Kash, lav) Sycamore St., Cincinnati. 
Ohio; business manager, Nathan Silverblatt, 1209 
Sycamore St., Cincinnati, Ohio. 

2. That the owners of The Display Publishing 
Co., 1209 Sycamore St., Cincinnati, Ohio, are: 
H. C. Menefee, 1209 Sycamore St., Cincinnati, Ohio; 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio; Maude Menefee, 3521 Kaymar Blvd., Cincin- 
nati, Ohic; Stella Silverblatt, 729 S. Crescent Ave., 
Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of the total amount of bonds, mortgages 
or other securities are: (If there are none so state). 
There are no bondholders, mortgagees, or security 
holders. 

4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders as they appear upon the books of the 
company, but also, in cases where the stockholder 
or security holder appears upon the books of the 
company as trustee or in any other fiduciary rela- 
tion, the name of the person or corporation for 
whom such trustee is acting, is given; also that 
the Said two paragraphs contain such statements 
embracing affiant’s full knowledge and belief as to 
the circumstances and conditions under which 
stockholders and security holders who do not ap- 
pear upon the books of the company as trustees, 
hold stock and securities in a capacity other than 
that of a bona fide owner; and this affiant has no 
Teason to believe that any other person, associa- 
tion or corporation has any interest, direct or in- 
direct, in the said stock, bonds, or other securities 
than as so stated by him. 

: NATHAN SILVERBLATT, Bus. Mgr. 
Sworn to and subscribed before me this 28th 
day of September, 1937. 

E. WILSON. 
Notary Public, Hamilton County, Ohio. 
(My commission expires Dec. 1. 1937.) 
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TO PRODUCE 


USE TUBES FOR XMAS 


ECONOMICAL AND EFFECTIVE DISPLAYS 





WALL BOARD 
TUBES in modern dis- 
plays are no longer an 
aid to the displayman 
but a necessity . . . for 
outstanding window ef- 
fects, interiors, toy de- 
partments and exterior 
uses, no display mate- 
rial has ever offered 
the range of possibili- 
ties in display, espe- 
cially in the holiday 
season ... their adapt- 
ability for novel effects 
in toy departments, 
for constructing candle 
units, pipe organ ef- 
fects, columns and in- 
direct lighting effects 
is unlimited ... 


Coming in the wide 
range of sizes, from 1” 
to 22” in diameter up 
to 12 feet in length, 
makes sible the 
seat icieal te display 
problem where cylin- 
drical effects are de- 
sired. 


Enhance your display this Christmas and minimize your construction labor with TUBES. 
We can also supply the red and white peppermint tubes in 2”, 3”, 4” and 6” diameter, 
up to 12 feet in length. 


Order your Christmas requirements 
early to insure immediate delivery. 


MUTUAL SALES & MFG. CO. 


1101 


POWER AVE. 


(Creators of Mutual Displays) 


CLEVELAND, OHIO 











TWO SMART LIGHT 


DECORATIONS 


SILVER BEADED LAMP- BLUE AND SILVER 
SHADE OR HANGING BEADED LAMP- 
DECORATION SHADE 

No. X-2904—Silver glass bead No. X-2901—Pale blue and 
lampshade, 16 in. in diam- silver bead lampshade 14 in. 
eter. Three interspersed stars in diameter. 18 drops 30 in 
with bells at bottom deco- long decorated with si:ver 
rate the ten silver bead drops foil stars and belis. ‘lop 
which are 38 in. long. ‘she trimmed with silver holly 
length overall is 43 inches. leaves. Measures 35 in. over- 





"Peper $1.25 | ach ig: $1.00 


Pet G0aen: 3.10; .. $12.50 | Per dozen 


“Write for our New 80 Page 4 Color 
Christmas Catalog” 


GARRISON-WAGNER 





COMPANY 


Manufacturers, Importers, Distributors 


1629 LOCUST STREET 


ST. LOUIS, MO. 





“Hark! The busy brushes sing. Glory to 
the new born’—display card. The joyful 
season is at hand and, as every able display- 
man knows, it is not too early to start 
planning special Christmas displays. At the 
same time, the present period is important 
as the ripe moment for the aspirant to suc- 
cess in the field of card writing to do some 
experimenting. Even if he possesses no other 
original assets than a good pair of eyes, an 
analytical mind and a good right hand, the 
results of his spirited efforts are certain to 
be successful. 

Indeed, care should be exercised to intro- 
duce the true spirit of Christmas into every 
card. At no other time of the year does the 
card writer find such opportunities for 
glamour or, in other words, “glorifying” the 
display card. 
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Many Happy Returns 


By ANTHONY BRINKER 
L. Gruber & Sons Company, Marietta, Ohio 


Color, if effectively handled, not only at- 
tracts the attention of the passer-by, but 
also adds to the general attractiveness of the 
whole display. Some of the better Christmas 
window cards achieve commanding effects by 
the subtle use of interesting color, avoiding 
the conventional combination of red and 
green. It is the original card which gets 
the attention. Today, when so many stores 
are competing for their individual share of 
business, it’s the unusual—the “something 
different”—that makes people stop and look. 
By this I do not mean that cards without 
color do not “pull; but the colorful one 
has the advantage in attracting the eye. 

Let us decide not to use the combination 
of green and red again this year, and agree 
on other combinations of colors. Probably 
in the matter of attention value pink and 
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white, with silver or gold would be more 
effective. Carry out the suggestion of the 
Yuletide with green and gold; a combination 
of blue and silver, too, is effective. 

There are other essentials necessary in ob- 
taining effectiveness. Clever copy on a card 
will clinch many a sale. Also, the design 
and lettering can be made most expressive 
of the season. 

Hand-lettered cards have a most important 
function to fulfill and if well executed are 
effective in clinching the sales argument of 
the whole display. 

In line with the color combinations sug- 
gested above, the cards presented in the 
photograph were made up as follows: Upper 
row, left to right, the word “Xmas” on the 
first card had a red “X,” with the script in 
black. The other lettering was in black, 
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with decorations in gray. The rectangular 
card was mounted on a red circle across 
which ran a narrow gold stripe. Near the 
top of the card was pasted a cut-out star 
of gold metallic paper, this in turn being 
surmounted by a bow of white silk ribbon. 

The next card used white stock for the 
upper portion. Across the bottom was 
pasted a wide strip of gold stock, this in 
turn bearing two slanting lines of black at 
the right and a blue metallic star at the 
left. The modernistic Christmas tree was 
in dull green with a cut-out reindeer of 
silver metallic paper pasted across it. 

Then comes the last card at the upper 
right. A semi-circular strip of gold formed 
the base for a circle cut from black card 
stock. At the upper left of the poster was 
a cut-out bird of red, gold, and white, bear- 
ing in its beak a real envelope from which 
protruded a greeting card. In a corner of 
the envelope was placed a sprig of holly. 

Red, black, gray, and gold were the colors 
used for the first card in the lower row. The 
lettering, deer, and holly leaf were in black. 
The three circular dots and the figure were 
red, these being cutouts, by the way, as were 
the deer and the golden leaves. Across the 
base ran an appliqued strip of gold, diag- 
onally striped in black. 

White script, outlined in black spatter 
work, formed the words “Twinkling Slippers” 
in the next card. This was on a dull green 
oval background bearing one large red 
metallic star and several smaller ones of 
white. Silver stars were in the corners, and 
slanting gold stripes and a bow of white silk 
ribbon completed the poster. 

Last is the “Shop Early” card, on which 
white cut-out arms, boots, and a face were 
pasted on a gold background to form the Santa 
Claus. Real cotton was used for the fur on 
his cap sleeves, and boot-tops. In his hands 
he bore a real calendar for the month of 
December, with Christmas day encircled in 
red. 





Annual Hollander Contest 
Starts October 15 


The second annual A. Hollander & Son, 
Inc., retail window display contest will cover 
the period from October 15 to November 30, 
it has been announced. Prizes will go to 
both displayman and fur buyer for winning 
entries. Judges will be Dana O’Clare, Lord 
& Taylor; Samuel Blum, Bloomingdale 
Bros., Inc.; Albert Bliss, Bliss Display Com- 
pany, and Lawrence Valenstein, The Grey 
Advertising Agency, Inc. All judges are 
from New York City and are directly con- 
nected with display advertising’ Entries 
must be by photographs. First prize in 1936 
went to James J. Hughes, E. W. Edwards & 
Son, Buffalo, N. Y. 





Ad-Pro Adds 
To Staff 

J. K. O'Donnell, C. E. Scofield, and Harry 
R. Edwards have joined the staff of Ad-Pro 
Displays, Inc. O’Donnell and Scofield, for- 
merly with Western Publishing Company 
and Gardner Displays, respectively, will 
Serve as account executives. Edwards, also 
formerly with Gardner, will be with Ad- 
Pro’s art staff. 
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A NEW IDEA 


for Fall, Winter 
and Holiday Displays! 


“ @rostee’’ 
Synthetic 
Snow 






A new—effective—attention compelling—inexpensive display material. 
Unlimited in its use for backgrounds, designs, trim, signs, letters. Light 





Pot. 1.890,127 


FROSTEE SYNTHETIC SNOW BLOC 


in weight and easily han- 
dled. Sold in blocks, snow- 
balls and ‘lakes. 


vv. 


As sold for display purposes, size 
15x22 by approximately 6 inches thick; 
weight approximately 5 Ibs. Note 
manner in which letter or design is 
marked or stenciled on back of block. 


Material saws very readily with hand 
keyhole saw. 


Write for Bulletin on Holiday Displays—Sold By 


Alladin Fabric Co., Los Angeles, Calif. 
Bert A. Landers, Los Arigeles, Calif. 
Bailey Display Service, Decatur, III. 
Becker Sign Supply Co., Baltimore, Md. 

Bliss Display Co., New York 

James A. Cole Co., New York 

Lewis Display Material Co., New York 
Maharam Fabric Co., New York 

Frank D. Maxwell Co., New York 

Texkraft Sales Co., New York 

Colonial Decorative Display, New York 

J..S. Borkenski Sons, Philadelphia 

Display Center of Philadelphia, Philadelphia 
W. C. Hurlock Co., Philadelphia 

Brown Supply Co., St. Louis 

Grimm Lambech Co., St. Louis 

Continental Display Corp.,,. Detroit 

Cleveland Artificial Flower Co., Cleveland 
Mutual Sales Co.. Cieveland 

Commercial Display Co., Salt Lake City, Utah 
Samuel Dutch & Sons, Buffalo 
Display Moderne, Buffalo 
Window Craft Studios, Buffalo 
Bert L. Dailey, Inc., Dayton 
Dazians, Chicago 


Maharam Fabrics Co., Chicago. 

Schack Artificial Flower Co., Chicago 

W. L. Stensgaard & Associates, Chicago 

Weavco International, Chicago 

Feine Trimming Co., Boston 

New England Florist Supply Co., Boston 

Earl Gasthoff Co., Danville, Ill. 

Jas. T. Gaudin, Birmingham, Ala. 

General Display Corp., Cincinnati 
Hammerschlag Fixture Co., Denver, Colo. 
Walter W. Martin Co., Denver, Colo. 

Hay Sign Co., Racine, Wis. ; : 

L. F. Hier Display Equipment, Minneapolis 
Turn It Displays, Minneapolis mye 

Hubbel Display Equipment Co., Wichita, Kan. 
ohnson Display Service, Duluth, Minn. 

V. M. McGhee, Nashville, Tenn. 

A. Matzler Co., Columbus, Ohio 

@ve Gnatt Co., La Porte, Ind. ; 

Rileigh Window Display Serv., Inc., Kingston, Pa. 
Southern Importers & Exporters, Houston, Texas 
Walker Display Service, Findlay, Ohio 
Walkers’, Inc., Dayton, Ohio 

Merchants Window Decorative Supply Co., Brooklyn 


SOLE MANUFACTURER: 


FROSTEE SNO BALL CO., (nico 





Beautiful New Cellophane STRAW DECORATIVE TWISTERS 





Cellophane Twisters are the most effective Christmas creation. They can be used in the window or 


interior of the store. 


Suspended from post to post in the interior, ordinary lighting causes them to sparkle and create an 


unusually attractive Christmas decorative. 


Colors: Red, Blue and Clear. 16 inches wide and 5 yards long. 


Garrison- Wagner Company 
Manufacturers, Importers, Distributors 
ST. LOUIS, MO. 


1629 LOCUST STREET 





Le ee CP PE TS Cy ..per yard 85¢ 

CO ST. “RE See ee ; ..per yard 75¢ 

i a a er ...per yard 65¢ 
Samples on Request 


Write for New 80 Page Christmas Catalog 
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New Display Association 
Gets Under Way 


The International Display Executives As- 
sociation, with headquarters at the Hotel 
Pennsylvania, New York City, has been 
formed and a definite program charted for 
the new organization. The membership will 
be confined to display executives, as the 
name implies, and it is proposed to make 
the association truly international in scope. 
Eighty-eight members were listed on the 
I. D. E. A. roster at the third organizat'on 
meeting held. Thursday, October 7. “The 
actual founding of the group took. place in 
September, after eight months of research 
and ground work under the supervision of 
a group of display executives active in the 
field. 

W. M. Bacheller, Window Advertising, 
Inc., and national display counsel, has been 
elected to the pres:dency. The other officers 
are M. J. Nedzbala, G. R. Kinney Company, 
Inc., vice-president; E. L. Kemper, McLellan 
Stores, Inc., secretary-treasurer, and Philip 
B. Keith, executive secretary. Keith will de- 
vote full time to the association, it is Said. 
The executive board consists of J. A. Mon- 
tenecourt, Schenley Products Company, Inc.; 
C. F, Grimsey, Browne-Vintners, Inc., and 
Miss P. Schultz, W. T. Grant Company, who 
will also be in charge of the women’s divi- 
sion. 

With the multitude of fair trade price 
laws, the attitude of many legislative bodies 
toward chain stores, and the varying rules 
and stipulations enacted by numerous alco- 
hol control boards in states and munic pali- 
ties, a vast number of window display prob- 
lems have arisen. For these reasons the 
I. D. E. A. membership is primarily intended 
for national advertisers’ display executives 
and chain store display directors. While 
display managers of department stores will 
be accepted as members, no general drive 
will be made to secure their enrollment. 
Suppliers of display material or equipment 
will not be eligible to join the organization, 
nor will lithographers, display studios, or 





—Officers of the newly formed International Display Executives Associa- 
tion. Left to right, W. M. Bacheller, Window Advertising, Inc., and 
national display counsel, president; M. J. Nedzbala, G. R. Kinney Com- 
pany, vice-president; Miss P. Shultz, W. T. Grant Company, member of 


producers of displays. Assistants or helpers 
and installation men also are ineligible, it is 
sad. All membership applications are re- 
ferred to the executive board for approval 
before being accepted. 

Among the functions of the association 
will be included a series of business lunch- 
eons at the Hotel Pennsylvania, New York 
City, to be held on the first Wednesday of 
each month. Two prominent speakers will 
be featured at each meeting, one covering 
national advertising topics, and the other 
discuss:ng chain store window display prob- 
lems. 

Twice each month open forum meetings 
will be held_in one-of the conference rooms 
at the Pennsylvania. The first meeting will 
take place on the evening of the first Thurs- 
day of each month and will cover subjects 
of interest to chain store display executives. 
The second meeting will be held on the last 
Thursday evening of each month. It will 
be devoted to subjects of interest to execu- 
tive displaymen in the national advertiser 
and department store field. There is, how- 
ever, no objection to any member attending 
both meetings should the program be of in- 
terest to him. 

Arrangements are being made for the ex- 
change of problems and ideas between mem- 
bers, both. individually and in open forum. 
As the organization progresses, it is planned 
to compile digests of articles with d‘splay 
angles appearing in current publications, and 
to furnish these in pamphlet form to mem- 
bers. Plans are also being made for an 
association library. 

Legal counsel has been retained to handle 
assoc ation problems and to: advise with 
members on display problems affected by 
legislation. 

Charters will be provided for local groups 
throughout the country, to be affiliated w th 
the national body, and it is said that some 
thirty charters will be released within the 
next sixty days. ‘ 





Other benefits to members will ‘nclude an 
executive personnel or employment counsel 
committee. Speakers for the regular meet- 
ings are now being contacted. Among them 
will be men who have made national traf- 
fic and merchandising studies and their rela- 
tion to display. Topics booked for discus- 
sion include population studies and their ac- 
companying ratio of window traffic, together 
with the proper setting or retail store in the 
correct location, based on type and quality 
of merchandise and the class of customer it 
is desired to reach. 

Clinics on ‘interior display will be held, 
covering the correct placement of merchan- 
dise and seasonal sales. The I. D. E. A, 
officers also plan on bringing about a better 
spirit of unity between display and adver- 
tising departments in the interests of better 
cooperation. Closer harmony between na- 
t onal advertisers and chain stores is an- 
other objective of the association. 


A publicity committee will be arranged for, 
headed by a leading newspaper writer. 

Display department assistants will be 
aided in their work through the release of 
educat onal digests, copies of addresses, 
technical hints and suggestions. 


The association emblem has already been 
designed, subject to the approval of the 
membership. It is circular in shape, with 
silhouettes of North and South America in 
black on a yellow background. Each mem- 
ber will rece’ve a logotype of the emblem 
for use on cards and stationery, together 
with a certificate of membership, an identi- 
fication card in a special card case, and a 
lapel button embodying the I. D. E. A. de- 
sign. 

The dues of the new association are said 
to be $25 a year. 

The keen interest being shown in the or- 
ganization is indicated by the importance of 
the firms whose display executives have 
already become members. 





the executive board and in charge of the women's division; E. L. Kemper. 

McLellan Stores, Inc., secretary-treasurer; P. B. Keith, who will devote 

full time to the association. The headquarters of the organization have 
been established at the Hotel Pennsylvania, New York City— 
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Third Annual Art 
Display Week 

New York’s third annual Art Display 
Week was held from September 26 to Octo- 
ber 2, under the auspices of the Studio Guild, 
730 Fifth avenue. Artists throughout the 
East, Mid West, and South sent paintings 
and sculpture, about 500 of which were dis- 
played in the windows of the better stores 
during the week. 

The primary purpose of Art Display Week 
is to bring contemporary art to the attention 
of that large portion of the general public 
which does not habitually visit galleries and 
museums. -A secondary purpose is to show 
display and store managers the value of 
using works of art in their displays, not 
only during Art Display Week but through- 
out the year. 





New Book Contains 


Lettering Ideas 

Issued by The Studio Publications, Inc., 
381 Fourth avenue, New York City, the book 
“Lettering of Today” contains many ideas 
for the card writer. The publication is 
somewhat misnamed, since only a _ portion 
of the text and illustrations is devoted to 
modern styles of lettering. The content 
ranges from examples of illuminated scrolls 
and missals to recent types of architectural 
and advertising lettering. 





Sykes Mozneck Joins 
Regent Specialties 

Regent Specialties, Inc., 268 Lyell avenue, 
Rochester, N. Y., has announced the ap- 
pointment of U. Sykes Mozneck as head of 
the firm’s designing department. Mozneck 
was formerly with the Sampson United Cor- 
poration, Rochester. He will specialize in 
the designing of new ideas for counter and 
window displays, and exhibition booths. 





Foster New Display Head 
For Davis-Schonwasser 

W. Foster, formerly with the display de- 
partment of The White House, San Fran- 
cisco, Calif., has joined Davis-Schonwasser 
Company of the same city as display director. 
He replaces Lawrence Fee, who resigned in 
order to go East. Fee was with Davis- 
Schonwasser for eleven years. 





Baltimore Firm Wins 
“Mojud" Contest 

First prize in the “Mojud” hosiery display 
contest sponsored by Mock, Judson, Voeh- 
ringer Company has been awarded to Bon- 
wit-Lennon Company, Baltimore, Md. Sec- 
ond and third awards were to Hale Brothers, 
San Francisco, and The Vogue, Brownville, 
Pa., respectively. 





Garrison-Wagner Featuring 
Christmas Materials 

A complete line of materials for distinc- 
tive Christmas displays is being featured this 
season by Garrison-Wagner Company, 1629 
Locust street, St. Louis, Mo. A new eighty- 
Page, four-color catalogue describing the line 
has just been released by the firm and will 
be sent on request. The firm’s display divi- 
sion is operated under the direction of I. T. 
Vierheller, assisted by John G. Doran. 
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The New 1938— 
DeLuxe Metalcraft 


4 2 y Numerals and Letters 


Interchangeable 


PRICE MARKERS 
SMART — DIGNIFIED 


Now, for the 
; first time, you 
can display PRICE 
in your windows or on 
your counters in an ar- 
tistic and dignified way. Any merchandise from 
jewelry to furniture can be priced in a manner 
to tompel attention and reflect quality. Letters 
and numerals triple thickness, in polisked Chrome 
or Satin finished metal (three sizes: 14”, %”, 1”); 
bases in+«chrome or black. Price $8.50 "for Satin 
Finish, anes for.Chrome Finish, all sizes. 
RDER DIRECT FROM 


COMBINATION PRODUCTS CO. 


64-74 W. 23rd. St. New York, N. Y. 
SELECT DEALERS AND SALESMEN WANTED 











Niature’s Evergreens 


SMILAX . . . . per case $4.50 
LONG NEEDLE PINES ss: 2.00 
LAUREL AND CEDAR ROPING 


Satisfaction guaranteed as we are the intro- 
ducers of Southern Wild Smilax, and have 
been supplying Displaymen with deco- 
rative evergreens for over half a century. 


CALDWELL the WOODSMAN co. 


EVERGREEN - : ALABAMA 


MECHANICAL XMAS DISPLAYS 


New and Used—Rental Service 


Free Catalog on Request 
Also manufacturers of SPIEGEL WATER PUMPS 


SPIEGEL DISPLAY CO., INC. 


521 W. MONROE ST. CHICAGO, ILL. 
Background Displays Built To Your Sketch 
Also 
SCROLL & FILIGREE CUT OUTS 


CATALIN, WOOD, Cut Outs for the Dept. 
CARDBOARD Store and Silk Screen 
LETTERS Process Industry. 


American Display & Novelty Co. 


133 West 24th St.,: Dept. D. 10, New York, N. Y. 


BLOCKART CUT-OUT LETTERS 




















All letters are % inch Size W Wood Fins aoe. 
thick. Machine made 1 inch.. $3.10 $6.00 
for uniform quality. 2 inch.. 3.85 8.75 
Made ffor use in 3 inch.... 4.40 15.00 
tracks or for mount- 5 inch.... 10.95 26.00 
ing. 4” Script. 8.00 26.00 

2” Script. 6.50 19.00 


1627 Locust St. 
St. Louis, Mo. 


GARRISON- WAGNER CO., 
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—Officers and members of the Greater Cincinnati Display Club in charge of the program held 


Tuesday, September 28. 


Upper row, left to right, Harry Towers, Shillito's, trustee; Howard 


Williams, president, Co-Operative Displays, Inc.; William Arinow, Shillito's, trustee; Nathan 
Silverblatt, DISPLAY WORLD. Lower row, Stan Holly, Charles B. Thomas Distributing Company, 
vice-president; Sidney Goldberg, Kline's, president; William Wasser, Jones the Florist, secretary— 





Demonstrations Featured 
At Cincinnati Meeting 

The meeting of the Greater Cincinnati 
Display Club, held Tuesday night, September 
28, was featured by demonstrations of two 
new developments in advertising display. 
Forty members were present as guests of 
Howard Williams, president, Co-Operative 
Displays, Inc., where the session was held, 
and after the educational program dealt 
heartily with an ample supply of refresh- 
ments. The first demonstration was of the 
“AD-caster,” a device to project advertising 
messages, pictures, and the like, made by 
AD-caster Service, Inc., Chicago. <A dis- 
cussion of the machine was given by R. 
W. Bachman, representative of the firm. 
He was followed by R. K. Lavery, Lock- 
wood Electric Company, Cincinnati, who 
showed the use of his company’s “Color- 
Blend,” which provides an ever-changing 
series of colored lighting for window and 
interior displays. 

Among the speakers on the program were 
Dave Swormstedt, vice-president, The Signs 
of the Times Publishing Company, Cincin- 
nati; Howard Williams; William Arinow, 
display director, Shillito’s, and treasurer, 
International Association of Display Men, 
and Nathan Silverblatt, secretary, DISPLAY 
WORLD. The meeting was conducted by 
Sidney Goldberg, display director, Kline’s, 
president of the local club, and second vice- 
president, I. A. D. M. 





Excelsior Folder 
Released 

“Glossiroll-Winter 1937-1938 Display Ma- 
terials” is the title of a new richly illus- 
trated folder describing Christmas, winter 
scene, and other seasonal display papers in 
a scintillating variety of colors, just issued 
by Excelsior Paper Specialties, Inc., 640 
West Fifty-seventh street, New York City. 





Wall Board Tubes 
Have Many Uses 

The increasing use for wall board tubes as 
display adjuncts has come about through the 
foresight of David Stromberg, sales manager, 
Mutual Sales & Mfg. Company, 1101 Power 
avenue, Cleveland, Ohio. Several years ago 
Stromberg decided that tubes of various 
dimensions had many display possibilities, 
and induced his company to accept the fran- 
chise as sole distributor. Used originally as 
circular pedestals, new uses were rapidly 
found until today the cylinders are being 
employed for windows, interiors, department 
modernization, large candle units, post dec- 
orations. For this year’s holiday season, 
“peppermint” tubes are said to be in great 
demand. The Mutual Sales & Mfg. Com- 
pany carries a large stock of tubes, ranging 
from 1 inch to 22 inches in diameter, up to 
12 feet in length. They may be purchased 
in full circular form or cut lengthwise into 
halves or quarters. 





‘Modern Publicity" 
Is Released 

“Modern Publicity 1937-1938” has just been 
published by The Studio Publications, Inc, 
381 Fourth avenue, New York City. Con- 
sisting of a very complete pictorial presen- 
tation of both European and American ad- 
vertising in various forms, the display field 
should find many ideas for backgrounds, set- 
tings and lettering in its pages. A goodly 
percentage of the illustrations are in full 
color. Included also is a division devoted 
to package design. 





J. N. Greene 
In Hospital 

J. N. Greene, representing Buttress Board 
in the southeastern states, is in a New 
Orleans hospital, suffering from an attack 
of arthritis. 
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Splendid Convention Held 
By Coast Displaymen 


Repeating their successful convention of 
1936, members of the Pacific Coast Associa- 
tion of Display Men met on September 19-21 
at the Commercial hotel, Yakima, Wash., to 
enjoy three days of educational programs 
and well-planned entertainment. The four- 
teenth annual convention was marked by 
discussions of modern trends of merchandis- 
ing and lighting. 

Walter Rimes, Henry Birks & Sons, Ltd., 
Vancouver, British Columbia, was elected to 
the presidency of the group, and his city was 
chosen as the site of the 1938 convention. 
Assisting him will be J. Walter Johnson, 
Powers Furniture Company, Portland, Ore., 
as first vice-president; Roy Samuel, Pacific 
Power & Light Company, Yakima, who was 
1937 convention director, second vice-presi- 
dent, and Wayne Corey, Spokane, third 
vice-president. W. M. Parnum, British 
Columbia Electric Railway Company, Ltd., 
Vancouver, will be convention director for 
next year’s affair. William Whitehead, 
Woodward’s, Ltd., and R. J. Browning, both 
of Vancouver, will serve as educational di- 
rector and publicity director, respectively. 

The retiring president, G. E. Williams, 
Barnes-Woodin Company, Yakima, becomes 
chairman of the executive committee, which 
is composed of the following: Ray Hering, 
The Crescent, Spokane; Eyrle Day, Turrell 
Shoe Company, Seattle; L. A. McMullen, 
Eastern Outfitting Company, Portland, and 
F, E. Birrell, Fargo-Wilson-Wells Company, 
Pocatello, Idaho. 

A novelty in display convention practice 
was introduced by Erwin A. Hiffman, presi- 
dent, International Association of Display 
Men, who addressed the delegates by means 
of the long distance telephone, his voice 
being amplified at the auditorium. In stress- 
ing the importance of display, Hiffman said: 
“Substantially more than three billion dol- 
lars a year is spent on display; any indus- 
try that deals in terms of billions of dollars 
is a big industry! It must have further 
possibilities of development or it could not 
expand to these proportions. Its constantly 
increasing importance in the selling field is 
a challenge we must meet. With the rise 
of display will come the rise of those dis- 
playmen who are now endeavoring to 1n- 
crease their worth and ability through 
membership in display organizations. As 
for those content to remain in a fixed groove, 
they will realize eventually that a rut is just 
a shallow grave.” 

A talk by Robert O. Johnson, Common- 
wealth Edison Company, Chicago, and 
President of the Chicago Display Club, cen- 
tered around the fact that consumers buy 
uses, rather than merchandise. 

Walter Potter, General Electric Company, 
Portland, Ore., discussed “Three Second 
Selling,” and outlined the importance in 
display of contrast, color, spotlighted mer- 
chandise, a central idea, and backgrounds 
which contribute to the atmosphere of the 
window. 

The necessity for long-range planning in 


connection with display was pointed out by 
Beatty Stevens, sales manager, the Bon 
Marche, Seattle, Wash., who said that the 
executives of his firm are even now planning 
ahead to 1940. Stevens also pointed out the 
need for adequate display budgets. 

Dr. W. J. Hindley, manager, Washington 
Merchants Association, called display and 
advertising “the twin forces of the modern 
world.” Dr. Hindley went on to outline his 
reasons for the opinion that Americans are 
entering a period of impulse purchasing. 

Model window displays were installed by 
Eyrle Day, Ray Hering, J. Walter Johnson, 
and William Parnum. Harry Johnson, 
Yakima, had charge of installations. 

The entertainment, under the direction of 
Stanley Kyllingstadt, Yakima Hardware 
Company, came in for much approbation. 
Included were a trip to Mt. Rainier by way 
of Yakima park, golf at the Yakima Country 
Club, a stag party, and the annual banquet 
and ball. 





Scott Spencer Wins 
Alton Contest 


Fifty down-town merchants of Alton, III, 
participated in a Fall Opening on September 
9, including as part of the program a win- 
dow display contest, parade, band concert, 
automobile show, and boxing and wrestling 
matches. Some 10,000 people turned out for 
the event. 

Winner of first prize of $20 in the display 
contest was C. Scott Spencer, Young’s, with 
the following placing second, third, and 
fourth, respectively: James Lipchik, Sears, 
Roebuck & Co.; Kenneth Searles, Sessel’s; 
Walter J. Renken, L. J. Hartmann Company. 
The last three prizes consisted of cash 
awards of $15, $10, and $5. 

Judges were Erwin A. Hiffman, president, 
International Association of Display Men; 
Syl C. Rieser, executive secretary, I. A. 
D. M.; John G. Doran, Garrison-Wagner 
Company, and E. H. Thieman, Display Serv- 
ice Studio, all of St. Louis. Judging was on 
a basis of sales appeal, originality, merchan- 
dise arrangement, and artistry. 





Washington Display Windows 
Damaged by Acid Throwers 


Damage estimated at $35,000 was done to 
Washington, D. C., display windows recently 
when a hydrofluoric acid solution was 
thrown on the plate glass of nearly twenty 
firms. No clue has been found to indicate 
whether the damage was deliberate vandal- 
ism or an attempt at intimidation by rack- 
eteers. The Hecht Company, L. Banks, 
display director, was damaged most exten- 
sively, six windows valued at more than 
$3,000 being destroyed. 

The action of the acid is said to render 
the glass practically opaque, making it unfit 
for display purposes. Nothing can be done 
to counteract the effect, according to the 
Bureau of Standards. 
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HERE IT IS 


An Animated Display to 
Attract Holiday Crowds 
























































Santa’s Reindeer 


PRANCES 


to Draw Attention 


Here’s a ready-built motion display that 
will stop holiday shoppers and lead their 
eyes to your merchandise or message. 


It’s powered by the famous electrical 
Pendulum Unit which gives Santa and 
his steed a gay, leaping motion ... at an 
operating cost of less than one cent per 
day. Sturdily built of 5-ply veneer, it 
stands 36 inches high and is 42 inches in 
length. It hes a 6-inck platform to hola 
feature items. A beautifully designed and 
brightly colored Silent Salesman. 

This spectacular display is only $24.75 
complete and ready to plug into any 110 
volt A. C. outlet (Direct Current model, 
$25.25). Price F.O. B. Brooklyn, N. Y., sales 
tax and other taxes not included. Any 
message in raised letters 22 inches high 
may be placed on display at the factory 
for additional cost of 8 cents per letter. 

Your order or request for more informa- 


tion will be given prompt attention. 


a 


: “Motion Sells More Goods’ 


MOTION DISPLAYS Inc. 


Divisicn of Mergenthaler Linotype Company 





27 RYERSON ST. BROOKLYN. N.Y 
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DISPLAY 
MATERIALS DIVISION 


GENERAL 
DISPLAY 


CORPORATION 


CAREW TOWER 
CINCINNATI OHIO 



















SAMPLES SENT ON REQUEST . . 














NUMEROUS OTHER DISPLAY ITEMS 


Large Stock -- Immediate Delivery 


SEE THESE ITEMS ON DISPLAY IN OUR SHOWROOM 


(?hristmas 


DECORATING MATERIALS 


e@VELOUR---VELVETS---PLUSHES 
@LEATHERETTES---FLOORINGS 
@PLAIN & BROCADED SILKS 
@BACKGROUND COVERINGS 
@DRAPERY FABRICS 
@PLYOPHANE---PLIOFILM 
@CHROMFLEX---DIE CUT LETTERS 
@CHROME & FOIL MOULDINGS 
eSILK & COTTON ROPINGS 
@DISPLAY PAPERS 
@BUTTRESS BOARD---ARCHITEX 
@CORRUGATED PAPERS 
@KLINGTITE TACKERS & STAPLES 








a 


FLITTERED 


ALSO 


VARI-TONE 
VARI-BAR 


The Better Corrugated 
Display Material 


Send for New Full Color 
CHRISTMAS CATALOG 


ACME REY-TRIM CORP. 


305 E. 46th St. New York, N. Y. 








































ARTISTIC DISPLAY MFG CO. Inc. 
25 WEST ISTH ST. NEW YORK 


We are pleased to announce our moving to larger 
quarters, necessitated by the increasing demand 
for our 


CUT-OUT LETTERS 
AND DISPLAYS 


Specializing in manufacturing 


CATALIN LETTERS & WOOD LETTERS 


faced with copper-brass-bright and satin finish 
chrome metals in all styles and thicknesses. 


Write for Catalog 


KINGS MOULDINGS 


We manufacture over 150 shapes in metal 
covered and solid metal mouldings. Bright 
and dull chrome, copper, brass, bronze, alum- 
inum, stainless steel; plated or solid. Special 
orders produced quickly. 

We also 


FRAMES. 
Send for Catalog No. 2. 


AMES METAL MOULDING CO., Inc. 


Manufacturers of Mouldings & Frames 
219 East 144th St. New York, N. Y. 











manufacture perfectly mitred 
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Mr. Display Manager... 
Next time you need a Displayer write the 
ACADEMY. Our gradzates are practically 
{rained by work’ng on actual merchandise in 
full-sized show windows. A staff of N. Y. dis- 
play experts helps them to “Learn by Doing.” 
Our graduates kncw their business. 


ACADEMY OF DISPLAY 


Send for Booklet “N”, 8 E. 418t St., New York City 














= Beautifully Finished 
ART - CUT 8 Different Sizes 
LETTER CO. - 10 Different Types 


12 Different Colors 
of Heavy 
100 Pt. Card Board 


Free sample letter sent upon request. Territories 


133 West 24th St. 
New York, N. Y. 














open for qualified distributors and dealers. 

















Canton Displaymen 
Stage Exhibit 


An attendance of more than 150 was reg- 
istered at the Fall Manufacturers’ Exhibit, 
held at the Hotel Belden, Canton, Ohio, on 
October 3-4. Under the cha rmanship of K. 
Francis Hildreth, Stern & Mann Company, 
the event aroused considerable interest 
among merchants and displaymen within a 
fifty-mile radius of Canton, and the manu- 
facturers who displayed their products re- 
ported excellent sales. A supper dance was 
held the evening of October 4, table cards, 
favors, and menus being given a humorous 
display slant. The success of the exhibit was 
a tribute to the Canton Display Club's init- 
iative and illustrates what can be accom- 
plished by cooperative effort. 

Assisting Hildreth with the arrangements 
were Ralph Strawn, Thurin’s, Inc.; Max 
30wen; Clyde Wolf, Clyde Wolf Displays; 
J. Jackson, Erlanger Dry Goods Company, 


and Bert Lawer, Old King Cole, Inc. Mrs. 
Max Bowen was convention hostess, and 
Mrs. K. Francis Hildreth and Mrs. Bert 


Lawer were hostesses at the dance. 
Door prizes of a wrist watch and a Kling- 


‘tite tacker were awarded by Atlas Fixture 


Company and the A to Z Display Company 
to Leo Gomez, Taylor, Son & Co., Cleve- 
land, and Sev Laskowski, Spring Holsworth 
Company, Alliance, Ohio, respectively. 

Among the exhibitors were the following: 
Earl W. Gasthoff Company, Danville, Ill.; A. 
to Z Display Material Company, Atlas Fix- 
ture Company, and Superior Textile and 
Display Company, all of Cleveland; Old 
King Cole, Inc., and Ohio Power Com- 
pany, of Canton; Deweese Display and 
Equipment Company, and A. & B. Sm'th 
Company, of Pittsburgh, Pa. and Hugh 
Lyons & Co., Lansing, Mich. Displaymen at- 
tended from Sharon, Pa., and the following 
cities of Ohio: Wooster, Akron, Steuben- 
ville, Massillon, Cleveland, Youngstown, 
Salem, Alliance, and Canton. 





You spend good 
money for adver- 


eo tising cutouts 
ee EASELS counter —— 


: dise displays, 

is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y, 














FABRICS--FORMS--STANDS 


Complete Line of Display Equipment 


Naythons Display Fixture Co. 
205 N. 13th St. Philadelphia, Pa. 
Complete Service Thru this Territory and the South 








“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Bet. 5th and 6th Ave. 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 


——— 


ORDER Now For XMAS DISPLAY 


Natural Preserved Holly Wreaths 
and other natural preserved 


Xmas Decorations 
We also have a full line of Natural Dec- 
orations. Get Our Money-Saving List! 


DEY ST. NURSERY 


180 Greenwich St. New York, N. Y. 




















NCONCONE 
ASS ASS ANS 














A COMPLETE LINE OF 


CHRISTMAS DECORATIONS 


Beautiful Units at Moderate Prices 
Write at Once 


Botanical Decorative Supply Co. 
325 W. MADISON ST. CHICAGO 
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Many Display Uses 
For New Boards 

With the effective decorative treatment for 
modern interior construct-on, modern dis- 
plays, architectural settings, furniture, and 
many manufactured novelties depending so 
greatly on the correct use of straight lines 
and curves, the recent announcement of 
unique developments in new types of Beaver 
Board would seem to create new possibilities 
in many diversified fields. 

The soundness of the principle that curved 
and straight lines are the basis, the essential 
element of good design, is proved repeatedly 
in researches under the direction of L. C. 
Monahan, Certain-teed Products Corpora- 
tion, manufacturer of Beaver Board. In 
all kinds of construction the effects obtained 
by using curves were found superior, but 
with the work often too difficult and the 
cost too high. The new Beaver Board. de- 
velopments are said to eliminate both these 
problems by means of flexible, interchange- 
able units. 

In accomplishing this there is now avail- 
able, in addition to the familiar straight, flat 
Beaver Board, a new Beaver Bent Board 
which has the curve built directly into the 
board at the factory. It is offered in curves 
of four sizes from 6 to 24 inches in diameter. 
The curves are available with the natural 
Beaver Board color, on both the outside and 
inside of the curve, as well as with built-in 
colors and metal foil surfaces. 


Beaver Colo Board, furnished in either 
straight, flat or curved form, is finished with 
built-in colors. No painting is required. 
There is a different color on each side, and 
the color selections have been chosen to 
serve the largest number of requirements. 
The colors are not surface, oil, water, or 
casein but are described as integrally a part 
of the pulp before it is made into the fibre 
stock. 


Beaver Peb Mat Board, furnished in either 
straight or curved form, is surfaced with 
silver foil and also pebbled on one or both 
sides. Almost any desired type of foil paper, 
wood grained paper or colored paper surface 
is also available. 


With these materials at hand, and espe- 
cially when employing the new interchange- 
able pilaster joining devices offered by W. 
L. Stensgaard and Associates, Inc., Chicago, 
for use with the new Beaver Boards, the 
possibilities of these products would appear 
to be limited only by the imagination of the 
designer, architect, or displayman. 





Display Contest 
For Ingersoll 


Ingersoll Mickey Mouse watches are the 
subject of a display contest announced 
by the Ingersoll-Waterbury Company, Inc., 
Waterbury, Conn. Walt Disney will be chair- 
man of the judging committee, which will 
also have Kay Kamen, president, Walt Dis- 
ney Enterprises, as a member. An award of 
$250 and thirty-one additional prizes will be 
made. Winners will be announced after 
November 25, Complete details of the con- 


‘st may be obtained by writing the watch 


DISPLAY 








range of uses. 


any window. 


directed to hosiery only. 


Here's a newly designed set of hosiery displayers with a wide 


A combination of hosiery, shoes and purses 
can be shown simultaneously; or special attention can be 
Modern in trend without leaning 
to the extreme, these displays will add grace and prestige to 
These new sets are cast 


RUBBERLITE, with washable non-cracking 


represent a permanent investment owing to their long life. 


Contact Your Jobber or Write 


RUBBER PRODUCTS, INC. 


529 S. JEFFERSON ST., CHICAGO, U.S: A. 



















GENUINE 
RUBBERLITE 
DISPLAYS 
































in unbreakable 
surface, 
















and 























SILVER 
FOIL-COVERED 
EMBOSSED STARS 


No. X-1712 — Very 
deeply embossed. Star 
is 12 in. wide, em- 
bossed to a depth of 
2% in. in center. Foil 
on front side only. 
Open back finished in 
white. 


Bath 2.....223:+ SOR 
eer errna - 
Gross ~o. ee 


No. X-1710—10 in. 
wide, embossed to 2 
in. depth. 

ee" ee rrrerrry 


i: erie 
Gross .. 20.00 
No. X-1708—8 in. 
wide, embossed to 1% 
in. depth. 


Each See 
Dozen err 
Gross 


.. 10.00 
No. X-1706 — 6 in. 
wide, embossed to 14 
in depth. 


Each . .. $ 0.06 
Dozen -». G@ 
Gross .. 6.00 
No. X-1705—5 in. 
wide, deeply em- 
bossed. 

Pach ...:2::.:.: GSS 
Dozen : 0.50 
Gross 


5.00 
No. X-1704 — 4 in. 
wide, deeply em- 
bosse. 

Each eT | 
Bote ........... Ge 


Gross 


4.00 
0 No. X-1703 — 3 in. 


wide, deeply em- 
bossed. 


Each ee 
Dozen . eee 
Gross ... + oon 





Write for our New 80 Pag2 
4 Color Christmas Catalog 





ALL SILVER GIANT 
GRAPE SPRAY 


No. X-8400—A giant spray. 
measuring 16 in. in length x 
8 in. wide. Made of five 
double faced silver grape 
leaves, each 3% x 2% inches. 
There are 15 graduated silver 
glass balls, five measuring 2 
in., five measuring 1% in. and 
five measuring 1% in. in size. 
Attached to silver foil wrapped 
stem. 


Each Nee! 75c 
Per dozen waulta $ 7.50 
Per gross in 75.00 





GARRISON-WAGNER COMPANY 


Manufacturers, Importers, Distributors 


1629 LOCUST STREET 


ST. LOUIS, MO. 
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—Also by Erie, the Underwood 
display was an especialiy timely 
reminder that the student would 
welcome a portable typewriter as 
a gift— , 


\ HOLIDAYS 


4 notlo DAY 


—The Apollo chocolates display was 
lithographed in full colors appropriate 
to the holiday season. It stood 36 inches 
high and 2334 inches wide, scored to 
fold down to 18 by 2334 inches for ship- 
ping. From the presses of the Brett 
Lithographing Company, Long Island 


—Here's a Christmas display, but 
installed during the hot days of 
July, 1937. The proprietor of the 
New York City liquor store in 
which it appeared uses a similar 
idea each year, the novelty of the 
window never failing to stop 
passers-by and excite comment— 


— With an excellently _ litho- 
graphed Santa Claus and two 
side cards, each of which shows 
a Christmas tree over a panel 
reading: "Let us solve your Christ- 
mas gift problems," Miles Lab- ca oa”, 
oratories, Inc., last year provided - . a oe : 
dealers with the means of featur- ———. Sid 
ing a complete line of gifts and avent 
at the same time got over the plays 
story of Alka-Seltzer. The display bette 





was created and lithographed by 
The Forbes Lithograph Company, 
Boston, Mass.— 


—Lithographed by Brett Lithographing 
Company, Long Island City, N. Y., Dag- 
gett's Christmas display for 1936 was 
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Everhot electric roaster, by The at \_ heade 
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A New Display Method 
For Fabrics 


A novel idea in fashion and fabric retail 
display was exhibited at the Fashion and 
Silk Dress Forum held at the Waldorf- 
Astoria, New York City, September 13, under 
the auspices of the International Silk Guild. 
Cut-out, life-size panels depicted silhouettes 
from the Paris openings, the cut-out portions 
being filled in with gorgeous American silks. 
The figures were shown engaged in various 
activities of smart metropolitan life. The 
display attracted favorable comment from 
both fashion -editors and store executives. 
The panels were the work of Miss Leone 
Bradbury, one of the few women to hold a 
Fine Arts degree from Yale. 


Sidney Ring, display director, Saks-Fifth 
avenue, and a pioneer of modernistic dis- 
plays, represented the display field for the 
better dress department at the morning ses- 
sion of the forum. 


“To get the greatest value out of display 
departments in a store, a buyer should have 
her displays both for her department and 
windows in mind as she buys,” he said. 


Ring suggested that a person who pos- 
sessed both good taste and a flair for display 
should be selected from the better dress de- 
partment to work closely with the display 
department because the selection and co- 
ordination of the merchandise chosen for 
display within the department is exceedingly 
important. “It is,” he continued, “absolutely 
necessary to have an atmosphere of refine- 
ment to create a mood for selling better 
dresses.” He thought that figures without 
heads were preferable for interior display, 
for they avoided any appearance of cheap- 
hess, and that “in selling and displaying 

tter dresses a totally different technique 
must be used from that employed in selling 
by Mass methods in budget shops. The dif- 
ference should be chiefly in the amount of 
merchandise shown and the elegance of the 
furniture and fixtures.” 
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116 EAST 27th STREET, NEW YORK, N. Y. 


60 inches high, 20 feet long in roll form; Continuous design. Modern Scenic effect; Multi- 
color Combination. Made on a strong grade of 4-Ply Flexible Paper Board. 


The latest Background for Christmas and Winter Sales Promotion. Send for Colored Illus- 


tration containing complete information. 


SOLD THROUGH AUTHORIZED DISTRIBUTORS—STOCKED BY: 


Baltimore, Md. 
Becker Sign Supply Co. 
Detroit, Mich. 
1D} T=5 0) oan Os d-10 dale) ot Fw be Lon 


Pittsburgh, Pa. 


Chicago, Ill. 


1 fod Coro pme bolon 


DeWeese Display Equipment Co. 


DDT) 0} (oa ae 04 01-3 a8 coro hb oid: Ore) 
New York, N. Y. Philadelphia, Pa. Los ia 
Display Center of Philadelphia Aladdin Fa 


Cleveland, Ohio 
Sh05 01-9 a) aw K-> 400 (-c a BIT) 0} (og al Ore) 


Canada, Winnipeg 
Winnipeg Map & Blue Print Company 
















trim. 


Trade Mark Reg. 
Goodyear Tire & 
Rubber Company. 





Cleveland 


XMAS WINDOWS 


Maharam "Display Center of America’ offers 
everything for sales producing and attention get- 
ting Xmas displays. 
be sure to find just what you need for that holiday 


oo am | mY. 
FABRIC CORPORATION. 


NEW YORK—1I30 WEST 46TH STREET 
Chicago—6 East Lake Street 





For Your 


Look over this listing—you'll 


@Glolite Trees @Novelty Papers 

@Snow Blocks e@Metallic Papers 

@Snow Flakes @Foil Paper 

@Xmas Print Pliofilm @Chromflex 

@Rhinestone Pliofilm @Roping 

@Quilted Pliofilm @Leatherettes 

e@Cellophane @Rhinestone Fabrics 
Products @Metal Cloths 

@Flex-O-Creations @Jewel Cloth 

e@Corrugated Papers 


And Many Other Items 
SAMPLES ON REQUEST 


St. Louis 














Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 

Cork, Felt, Poster Board, Gummed 
Paper, etc. Attractive colors to make your 
selection from. 

Millions of letters in stock at all times in mod- 
ern styles and desirable sizes. Catalog free. 
FELT LETTER STUDIOS, MFRS. 
£38 South Wells Street Chicago. Illinois 


Metallic XMAS TREES, 36 for $6.95 
Chrome Xmas Trees......... 3 for $3.95 
Chrome Apparel Displayors $3.25 each 
Chrome Display Hands....... $1.50 each 
Chrome Cut-Out Letters............ 6c up 
Chrome Flexible Moulding 





BLOCKART, 132 W. 14 St., New York 











Mention Display World When Writing Advertisers 








CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 








~~ 


“THE SLEEVE FORM of a Hundred Shapes” 
Known the World Over 





M ® ,SAOg ‘susW 10g 


ee SiR eS nee Men’s 
Enclosed Gnd $22). 2.65. for } Pair...$3.00 
[] Pair Sleeve Forms. : Boys’ - 
: § Pair. ..$2.50 8 
ER ee rs See ' Women’s @ 
ION 2c cosnn. cick Vn yelecclim eae § Pair.. $2.50 w 
+ 8 Worth 
Se Rar Sey nan, oe eee + 10 Times = 
ah it a a Se oh ee Js As Much ® 
CONVINCE YOURSELF Co 
Goodman Flexible Sleeve Form Co., Mirs.2 
19 West 34th St., New York, N. Y. 


DISTRIBUTORS WANTED 














MILEO 


MANNEQUINS 


chosen by the better stores 
FACES of distinction; natural, charm- 
ing, sophisticated. 


FIGURES, CORRECTLY PROPOR- 
TIONED to display all new dress and 
coat sty’es. 


In standing and flexible effects, in- 
cluding the new “action” poses. 


Write for photographs 


7 West 36th St... vou x? 













What MOTION? 
what speed = 
WRITE us your display anima- 
tion problem. State what motion 
_you want and we will tell you 
which standard SpeedWay ‘Flea 
Power” Motor and which SpeedWay 
motien. Mechanism will give it 
most effectiveness—and still be the 
most economical for you. 
Complete line of dependable Back- 
geared motors Turntables, and Mech- 
anisms developed for 3: 
PLAY ANIMATION. 


Write for New Catalog Sheets! 


SpeedWay Mfg. Co. 
1839 S. 52nd Ave. CICERO, ILL. 
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THE MEANING OF DISPLAY 
[Continued from page 9] 

pen to a displayman is that he should rub his 
eyes when he sees one of his windows draw- 
ing and holding a large crowd of people as 
long as it is in place. He sits and wonders 
why, out of all the many show windows, out 
of the many efforts he creates every week, 
why out of all these it has to be this one 
which is elected to public acclaim. If he 
takes the trouble to analzye the window 
carefully and with equal care thinks of how 
he came to create it, he will find that it is 
always due to the fact that this particular 
work had a certain success inborn in it from 
the very beginning. Something unusual 
crossed his mind, he was able to express it 
with ease and completeness, and the unfail- 
ing reward of a grateful public has been his. 
This quality of success may lie in his back- 
ground or his arrangement of the merchan- 
dise or in the combination of both. It may 
be caused by the use of unusual display 
material or in the intelligent elimination of 
unnecessary trimming. It is not possible to 
give an exact rule for success, even in dis- 
play work. It can only come from a com- 
b'nation of efforts and the result lies on the 
border-line of artistic creation. 

This brings us to a point which in my 
opinion is one of the most important—the 
“artist.” Yes, the displayman who means 
anything must be an artist. Not in the sense 
that he needs to go through the mill of a 
conventional school where he will acquire 
the good manners of an artistic education. 
We know that art departments of the uni- 
versities are mostly patronized by girls and 
young men who believe that in this way they 
will be able to escape the monotony of a 
life as a stenographer or a sales clerk, but 
usually they land up in these jobs anyway, 
for many are called but few are chosen. 
Being an artist has to do with talent and 
not with art schools; the growth of talent, 
the ability to unearth the principles which 
will create certain effects, the desire to edu- 
cate oneself and to enlarge the knowledge 
of one’s craft—these are the only qualities 
which can lead to achevement. And that 
which we wish to achieve is the very best 
possible effort in that transient and eternally 
changing something, that always surprising 
thing—a good show window. 

Although in the show windows we are 
able to work successfully under few limita- 
tions, inside the protection of these three 
solid walls and a shield of glass we can 
create our own magic world with almost 
unhampered principles, all of this is impos- 
sible inside the store. There ‘s where the 
difficulty begins. “How will it be possible 
for me to attune my display to the general 
architecture of the store without ignoring 
the first duty of my job, which is to attract 
the public to the merchandise?” Above all, 
it is a question of artistic tact, and of a 
knowledge of the dimensions and proportions 
which underlie every building. These gen- 
eral proportions dictate the limits within 
which we will be able to work. Granted that 
we have the necessary feel for this, it will 
not be too difficult for us to satisfy the con- 
tinual new necessities of interior display. 
The skeleton is given us and we must paint 
the shapes and colors and traits of character 
to complete the portrait. The result can be 
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For New DISPLAY IDEAS 
Get This New CATALOG 


Our Christmas 
Corobuff Cata- 
log will give you 
scores of sea- 
sonal ideas. 





A COROCRAFT 
PRODUCT 


@Christmas Panel Coro 


@32 new designs: 


@Tinselled Corobuff 


@Star Design Back- Cutup 
grounds @Santa Claus and 
@ Merry Christmas Chimney Strip 
Stri @ Coricicles 


Dp 
e@Scenic Icicle e@Christmas Candles 
@Holly and Poinsettia @Cut Out Silver Stars 


Other attractive, sales-building Corobuff sea- 
sonal numbers are described and illustrated in 
our new 1937-1938 Catalog. 


WRITE FOR A COPY—RIGHT NOW! 


WINDOW ADVERTISING, INC. 


NATIONAL SALES AGENTS 
175 Fifth Ave. Room 7022 New York 
























REMINDER! 


Write today for your 
copy of my 
SILVER 
ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON. OHIO 


JUST A 








HULA FRINGE 


(Flameproof) 


FOILS 
RIBBONS 
CELLOPHANES 


Write for Samples 


M. H. LEVINE CO. 


32 W. 27th St. New York City 


















Courses in Window & Store Dis- 
play @ Merchandising Ideas @ 
Color @ Background Design @ 
Show Card Writing @ Ad- 
vertising Copy and Layout @ 


THE RAY SCHOOLS @ CHICAGO 


Dept. DW, 116 S. Michigan Boulevard 









STORE FRONT LIGHTING 


Use Day-Glow Reflectors for better show 
window lighting, 200 watt size, 94” diameter, 
Triple Copper-Back Silvering. 


All first quality. Save % to %. 
details write Department D. 


DAY GLOW REFLECTOR CO. 


332 E. Town St. Columbus, Ohio 


For full 
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! 
harmonious and pleasing (what we would 
call a “lovely face” in a person) or it can 
he an expression of caricature created 
through one of a hundred possible disson- 
ances. The merchandise which we have to 
sell, whose selling we have to simplify and 
emphasize, the merchandise for whose sake 
we exist and draw our salaries, is a jewel 
which requires a proper setting. Shops and 
interior displays are thus the settings for 
precious jewels. Just as a beautiful stone 
through overly elaborate, too attentuated, or 
too heavy a setting becomes almost worth- 
less in appearance, so can merchandise 
through similar faults in display become 
most ineffectual. In this way the valuable 
item is robbed of its worth by the ineptness 
of the very person who is supposed to do 
something to emphasize this value. This is 
tragic, but not terribly tragic, since we all 
know how many more jewels there are in 
poor settings than in good ones. However, 
as long as we understand this principle in 
things, as long as we know the importance 
of subjecting ourselves to certain rules of 
architecture and of applying them in the 
right place, so long do we have the basis on 
which something worth while can be built up. 
Industry and craft give us the best pos- 
sible means with which to work, such as 
lighting, paint, and glass. The orchestra 
which we must direct is there and waits 
only for the conductor to bring the instru- 
ments into harmony. As. in every good 
musical composition, in display there are 
climaxes and also quiet passages which lead 
up to them. ‘We must be conscious of this 
and not try always to make everything into 
a climax. The most effective display can be 
neutralized or even annihilated through end- 
less repetition and crowding. Of course all 
these are only general outlines; important 
if we wish to be clear about the foundations 
of our work. A thousand details complete 
the picture, and an opportunity to speak of 
them will occur in another article in DIS- 
PLAY WORLD. 





Stensgaard Moves 
New York Office 

W. L. Stensgaard & Associates, Inc., Chi- 
cago, specialists in merchandise presentation, 
has announced a change in the firm’s New 
York City address. The new and larger 
office is located at 30 Rockefeller Plaza. H. 
H. Woody, in charge of the Eastern division, 
Is - by Ralph Mason and F. C. Clug- 
gish, 


N.O. Grimes Joins 
Omaha Stores 

With The Oriental Shop, Joplin, Mo., since 
1931, N. O. Grimes has resigned his pos:tion 
to accept the display managership of The 
Aquila, ladies’ ready-to-wear store, Omaha, 
Neb. He is at present engaged in installing 
new backgrounds for the nineteen windows. 


New Headquarters 

For Cardcrafts 

Carderafts, Inc., has taken new headquar- 
tts at 115-117 Wooster street, New York 
City, and is manufacturing a complete line of 
show card boards and similar stock in 
twenty-four different colors. James Barger 
'S president of the firm. 
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MORE EXHIBITS 


Effective booth decorations, convincing posters a 


. additional lists will follow every month. This 
is the service that enables so many progressive 
display men and booth builders to spot their 
“naturals” six months to two years ahead of 
competition. 


The price is low—only $15 for an entire year. 
Write today for FREE sample copy. 


WORLD CONVENTION DATES 





MORE EXHIBITORS 
BIGGER DISPLAYS 


All Previous Records Smashed! 


nd displays are on the “must” list 


for the thousands of exhibitors who will partic’ pate in coming exhibitions. Success 
in selling them depends upon your knowledge of these events long enough in advance. 


Current issues of WORLD CONVENTION DATES will start you off with a record 
of 7,000 important coming events which are now definitely scheduled for future dates 





Published Monthly by 
The HENDRICKSON PUBLISHING CO.. Ino. 
330 West 42nd Street, New York 














TURNTABLES CUT-OUT LETTERS for DISPLAY WORK 


New Multi-Stop Turntables with three or more 


stops. Made in several sizes to carry loads from 
5 Ibs. to 1,000 Ibs. 
CHARACTER DISPLAY CO. 
Mfrs. of the World’s Largest Mechanical Books 
3249 N. Lakewood Ave., Chicago, Ill. 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 


K' 34) More Beautiful 


ONLI N Less Ex 
sive than 
LIN Cut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 


n- 
and 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


() Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Fountains 

Grass Mats 

Invisible Glass 
Lacquering Outfits 
Lamp Coloring 


Oo 
O 
CO 
CO 
C 
O 
0 
2 
LJ 
CI 
0 
0 
C) 
C] 
0 
OC 
CJ 
O 
O 
O 
= 
0 
O 
‘= 
0 
0 
OC 





CL) Millinery Heads 

CL) Motion Displays 

1D Motion Mechanisms 
C) Natural Foliage 

[] Pageants & Exhibits 
im Aeon. egg (Window) 
CL) Papier Mache Specialties 
CL) Photographic Blowups 
| Plastic and Composition Pieces 
(CD Price Cards—Tickets 
(Cj Price Ticket Holders 
(J Sale Banners 

CL) Socks—Window 

CL) Show Cards 

() Show Cases 

() Show Case Lighting 
CL) Signs—Card Holders 
CL) Signs—Brass—Bronze 
CL) Signs—Electric 

(J Sleeve Forms 

(J Stencil Outfits 

(0 Stock Posters 

[] Store Designing 

(J Store Fronts 

C) Tackers 

Cj Time Switches 

(D Turntables 

C) Valances 

L) Wall Board 

[) Window Drapes 

CL) Window Lighting 

Cj] Wood Carvings 


C) Do you wish a copy of their catalogue? 
CJ) Do you plan to remodel your store soon? 
(J Do you plan to build a store soon? 
MAIL TO 
DISPLAY WORLD 
CINCINNATI, OHIO 
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Street 
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SALESMEN WANTED 


Who are now contacting department and 
general stores to handle a splendid line 
of decorative and floral novelties in vari- 
ous territories. Send us details of terri- 
tory covered. 


Address “SALES,” BOX 77 


Care DISPLAY WORLD 
New York Office 


151 Fifth Ave. New York City 








FOR SALE OR TRADE 


4-piece Circus, an unusual Christmas at- 
traction, stops young and old. One ring 
with tent, has tight rope walker clown, 
performing tiger and elephant, toe dancer, 
monkey and organ grinder, etc. Ferris 
wheel, airplane and a merry-go-round. 


Address 
DAN HANSEN 


Care Clarke & Co. Peoria, Ill. 








MECHANICAL CHRISTMAS 
UNITS FOR SALE 


14 foot Illuminated Ferris Wheel for 
Dolls, Nodding Santa Claus, Eye Roll- 
ing Gnomes, Miniature Shute-the-shute, 
Clown on Horizontal Bar, Hairy Ape on 
Horizontal Bar, Large Crib Rocking Dcll, 
Cube Spinning Seals, Displaymore Chang- 
ing Panel Machine. 


Details and Prices on Request 


CHAS. D. DINLOCKER 


2018 Chestnut St. Philadelphia, Pa. 








STUDY ART AT HOME 


Exclusive, practical, inexpensive correspondence 
courses in designing, poster, diorama and scenic 
window background painting. At half price to 
display men, if you enroll NOW. Send for liter- 
ature and rates today. 


The Enkeboll School of Applied Arts 
Enkeboll Building Omaha, Neb., U. S. A. 














ADVERTISING — HOME STUDY-—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 
PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 














Dutch Girl “Invasion” 
For Jelke 

More than 100,000 Dutch Girl display set 
pieces, trade symbol of the John F. Jelke 
Company’s “Good Luck” margarine, will 
soon be installed in grocery stores through- 
out the country. 
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"VV-Neer" Introduced 
By Chicago Firm 

“Crescent V-Neer” is the name of a show 
card board introduced to the display field 
with much success by the Chicago Cardboard 
Company, 666 Washington boulevard, Chi- 
cago, Ill. Closely resembling wood grain. 
ing in appearance, the stock is obtainable in 
either parquetry or natural finish. Seven 
different colors are available in the natural 
graining, or eight in parquetry. 





R. J. Larson Joins 
Silvestri 


R. J. Larson, formerly with Wieboldt 
Stores, Chicago, has resigned to accept a 
position with the Silvestri Art Manuiactur- 
ing Company, 1222 West Madison street, 
Chicago. He will be assistant designer and 
a member of the sales staff. 








Index to Advertisements 


OCTOBER, 1937 


Academy of Display 

Acme Rey-Trim 

A. D. N. Display Co., 

Ames Metal Moulding Co 
Artistic Display Mfg. Co 

Art Letter Co 

Becker Sign Supply Co 
Blockart Co., The 

Botanical Decorative Supply Co 
Brischograph Co., The 
Caldwell, The Woodsman Co 
Certain-teed Products Corp 
Character Display Co 
Chicago Cardboard Co 
Combination Products Co 
Conlin Co., The 





Day Glow Reflector Co 
Dennison Mfg. Co 
Dey Street Nursery Co 
Excelsior Paper Specialties Co 
Inside Front Cover 
Felt Letter Studios 
Frostee Sno-Ball Co 
Garrison-Wagner Co........2, 27, 29, 32, 35 
General Display Corporation 34 
Goodman Flexible Sleeve Form Co 
Hansen Mfg. Co., A. L. 
International Register Co 
Koester School, The 
Levine, M. H 
Maharam Fabric Corp 


Motion Displays, Inc 
Mutual Sales & Mfg. Co 


Naythons Display Fixture Co 

Opportunity Exchange 

Orchard Paper Co 

Ray Schools, The 

Redikut Letter Co 

Rubber Products, Inc 

Service Bureau 

Service Directory 

Siegel, Nat 

Silvestri Art Mfg. Co 

Speedway Mfg. Co 

Spiegel Display Co 
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Window Advertising, Inc 
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